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you can judge a 
book by its cover 


The Coat AGE cover leads the subscribers into 
the book — makes them want to read. 


New, improved editorial format makes it 
easier for them to read. 


Wow the Brit 
American 


— Editorial readership gets 
ang a Sr 
hn advertising readership.” 


That’s why Coat AGE is recognized by 
readers and advertisers as the most useful 
coal mining publication. 


*McGraw-Hill Research Department 
Data Sheet #1000. 
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design for 
modern mining 





Ten Kays to Coai-Mining Profits 


New Pitch-Mining Horizon 


Maintenance for Efficient Predy 


+ Setting Up the Production Line 


* Design for Stripping Resu! 


Hovlage Continvit, With Economy 


Ventilotion - 


A Moteriols-Hondling Jeb * Making Cocl M 


Today's Designs for Water Handling * Power for Niodern fAimin 


How to Cut Supply Cost * 


Preparation Cools and How to Get Them 


S..eam ined Cool-Mandling * Crystal Bell Mining—A Look Ahecs 


Foce Transportation for Continvous Mining 




















T. R. TOWERS ABOVE ALL 


9,956 ADVERTISERS 
37,281 ADVERTISEMENTS 
1,461 AGENCIES 


A record that Towers alone among industrial publications! 


T. R. provides the most complete and most informative data 
on all available product sources. U. S. Industry pays more 
subscription dollars each year to receive Thomas Register 
and the valuable data it contains, than it pays for any in- 

dustrial trade periodical. 


U. S. Industry consults T.R. when buying is contemplated, 
usually when no other media is in evidence. Thus, prospec- 
tive buyers look for advertising in T. R.... make sure your 

company has a descriptive story at the product classifica- 


A. B. C. tions where you belong. 


96% ASK FOR THE ABC AUDIT....2d for other data 
p Al D showing that in terms of Buyer Evaluation and in Pur- 


chasing Power and Volume the use of T.R. is nearly 
4 J 


CIRCULATION exclusive in a major portion of all Plant and other 
Industrial Purchasing Power of the U. S.—and T.R. 
total is far in excess of any and all other such guides, 


all of free distribution. 


Tt Pays To r¢duertise 
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ABC 96% PAID CIRCULATION 


THOMAS PUBLISHING COMPANY 
461 EIGHTH AVENUE® NEW YORK I, N. Y. 
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REACTIVATED 
GAS STORAGE 


rs conn vase PIPING PRODUCTS NEEDED 
FOR THIS INSTALLATION 


Centrifugal Pump 
Check Valves — Stainless 
Conduit and Fittings 
Elbows — Stainless Steel 
Float Control Valve 
Flow Controller 
Fuel Gas Regulating Valve 
Gas Compressor 
Gate Valves — Stainless 
Globe Valves — Stainless 
VGH PRESSURE Axo TEMPERATURE High Temperature Insulation 
: Motors 

* eueemin reCoucT Motor Controls 
Stainless Steel Pipe 
Tank 
Tees — Stainless Steel 


Temperature Recorder and 
Controller 


85°% Magnesia 


INDUSTRIAL PIPING — Practically All of It 
is the Responsibility of HP&AC Subscribers 


PIPING, Heating, Air Conditioning — all three services are 
handled by the same consulting engineers, same plant 
engineers, same contractors. It takes the SAME knowledge and 
experience to pipe production liquids as it does to heat or air condition 
an industrial plant or other large building 

These KEY engineers and KEY contractors are 
paid subscribers to HP&AC because only HP&AC 
provides month after month the editorial material 
which they can apply directly to their daily work 

Place HP&AC on your list to advertise ANY 
product needed in an industrial piping system, 
and you have chosen the ONE business paper 
which comes closest to giving you 100% 
coverage of the men you must sell. 


KEENEY PUBLISHING, ..6 WN. micnicaNn, cHIcaco 
AIR CONDITIONING HEADQUARTERS 
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For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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how to sell] re: 


© methods of analysis w 


will be the yardstick for measuring 
the nation’s needs in remodeling 
and replacement in every type of 
structure everywhere .. . here’s 
how the Bay City Story will be writ- 
ten and what it will do te,help you 
sell the constant multi-billion dollar 
modernization market. 


The November Issue of DOMESTIC 
ENGINEERING is your issue to sell 
whatever you sell for remodeling... 
your issue to show how your prod- 
ucts fit into remodeling jobs... wire, 
write, or phone space reservations 
now ... Domestic Engineering, 1801 
Prairie Avenue, Chicago 16, Ill. 





What do 
you sell for 
remodeling 


fixtures .. . complete kitchens ... bathrooms. . . laun- 
dries .. . water systems... pumps... water softeners 
... water heaters... pipe... valves... fittings... 
accessories... 


Fifty-four per cent of the nation’s 45 million homes are 
30 or more years old; more than 80 per cent are 15 or 
more years old .. . commercial, industrial, institutional, 
and farm buildings, too, have a lot of weary plumbing 
equipment calling for replacement. If you sell anything 
in plumbing, tie it to Domestic Engineering's Bay City 
Story in the November Issue for bigger sales than ever! 


boilers . . . steam generators ... radiation. . . furnaces 
... complete systems ... gas burners... oil burners... 
stokers ... insulation... pipe... valves... fittings... 
controls .. . steam specialties ... 


There'll be replacements of everything from pipe and 
fittings to boilers and steam generators in the old and 
middle-aged factories, farms, stores, institutions, and 
homes. There'll be additions of equipment never used 
before. Complete new systems will be installed. Do- 
mestic Engineering's Bay City Story will be the starting 
gun for heating sales of all kinds. Schedule the No- 
vember issue now! 


units ... systems... ventilation... fans... blowers... 
dehumidifying . . . filters ... controls... 


Air conditioning is going into every type of home every- 
where and domestic engineering contractor-dealers are 
selling them. They’re selling stores, institutions, indus- 
trial plants, and many other buildings. They'll be sell- 
ing more of them after they read the Bay City Story 
in the November Issue of Domestic Engineering. Look 
for a big upsurge. Better yet, be in it. Schedule the 
November issue now. 


a » 


‘ee ae od 


dishwashers . . . clothes washers ... driers. . . refrigera- 
tors... disposers ...ironers...ranges... 


If you sell ANY home appliance, sell it through the do- 
mestic engineering contractor-dealer, the man who is 
first on the scene and biggest in the picture always. 
He'll be bigger than ever after the November Issue 
of Domestic Engineering appears, and so will be your 
sales — if he’s handling them. Be in the November 
Issue to be in his modernization sales drives all over 
the country. 


September 1952 /'s 

















149 sewn 


Abbott Ball Co. 

Aldridge industrial 

Almce Div., Queen Stove Works 
Alvey-Ferguson Co. 

American Foundrymien's Society 
American Metaseal ' 

American Non-Gran Bronze Co. 
American Roller Die Corp. 
American Tank & Fabricating Co. 
Le OM a 

Atlantic Chemicals & Metals Co. 


ee Be 
ee 
Boker & Co., Inc. 
Barber-Colman Co. 
Bart-Messing Corp. 

Bellevue industrial Furnace Co. 
Belmont Smelting & Refining Works, Inc. 
W. S. Bidle Co. 

Birmingham Committee of 100 
Bloom Engineering Co., Inc. 
Boder Scientific Co. — 

Branson Instruments, Inc. 
C..A. Brinkmann & Co. 
Burling instrument Co. 
Burrell Corp. 


-Case Hardening Service Co. 
Casting Engineers, Inc. 
Cleveland Crane & Engineering Co. 
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Cleveland Electric Laboratories Co. 
Cleveland Metal Abrasive Co. 
Commercial Steel Treating Corp. 


C. A. Dahlin Co. 

Daniels Plating Barrel & Supply Co. 

UB 

Dempsey Industrial Furnace Corp. 

Detrex Corp. 

Detroit Electric Furnace Div. 

Detroit Testing Machine Co. 

J. W. Dice Co. 

Diversey Corp. 

Drever Co., Heat Treating Div. 

E. l. du Pont de Nemours & Co., Inc., 
Polychemicals Div. 


Ekstrand & Tholand, Inc. 
Engineered Precision Casting Co. 
Erb & Gray 

Erico Products, Inc. 

John Evans’ Sons, Inc. 


Fahralloy Co. 
Flinn & Dreffein Engineering Co. 
Foote Mineral Co. 


Gas Appliance Service, Inc. 
Gas Machinery Co. 
General Electric Co. 


DVERTISERS 


General Electric Co., X-Ray Dept. 
Globe Stamping Div., Hupp. 
Grieve Hendry Co., Inc. 


W. J. Hacker & Co., Inc. 
Hangsterfer's Laboratories, Inc. 
Hays Corp. 

H & H Tube & Mfg. Co. 
Himmel Bros. Co. 

Hooker Electrochemical Co. 
Hoover Co., Die Casting Div. 


f~ 
: i 
Industrial Heating Equipment Co. 
Industrial Systems Co. 


$. C. Johneon| & Son, inc. 


Kasenit Co. 
Kennametal, Inc. 
Kent Cliff Laboratories 


4 
L R Heat Treating Co. 
Lake Erie Engineering Corp. 
LaSalle Stee! Co. 


Leake Stamping Co. 

Lebanon Steel Foundry 
Lindberg Steel Treating Co. 
Little Falls Alloys, inc. 
Lucas-Milhaupt Engineering Co. 








IN METAL PROGRESS 


Magnethermic Corp. 

Magnetic Analysis Corp. 

R. C. Mahon Co. 

Maurath, Inc. 

Medart Co. 

Meriam instrument Co. 
Metallizing Co. of America 
Midland Industrial Finishes Co. 


Pittsburgh Tube Co. 
Polyplastex United, Inc. 
A. R. Purdy.Co., Inc. 


Ra-Diant Heat Refractory Sales Co. 
Raybestos-Manhattan, Inc. 
Reliable Steel Co. 

Arklay S$. Richards Co., Inc. 


Topper Equipment Co. 
Sam Tour & Co., inc. 


United Chromium, Inc. 

United Engineering & Foundry Co. 
U. S. Testing Co., Inc. 

Upton Electric Furnace Co. 


Midvale Co. Rigidized Metals Corp. Utica Drop Forge & Tool Corp. 
Morrison Engineering Co. : 
Murray-Way Corp. \ 


Vacuum Metals Corp. 
Vincent Steel Process Co. 


Sargeant & Wilbur, Inc. 
Alexander Saunders & Co. 
C. U. Scott & Son, inc. 
Seal-Peel, Inc. y 
Selas Corp. of America Wagner Mfg. Co. 
Sherman Industrial Electronics Co. Waltz Furnace Co. ‘ 
Webber Appliance Co., Inc. 





National Metal Abrasives Co. 

National Rack Co., Inc. 

National Spectregraphic Laboratories, 
inc. ‘ 





North American Mfg. Co. Sivyer Steel Casting Co. 

Nox-Rust Chemical Corp. Solventol Chemical Products, Inc. Westinghouse Electric Corp.,, X-Ray Div. 
Sonken-Galamba Corp. Westinghouse Electric Corp., 
Sperry Products, Inc. Induction Heating Div. 

Ohio Seamless Tube Co. Standard Alloy Co. Weston Electrical Instrument Corp. 

Opplem Co. Standard American Engineering Co. White Metal Rolling & Stamping Corp. 

Osborn Mfg. Co. Standard Steel Treating Co. : cS 
Sun Oil Co. | 
Sylvania Electric Products, Inc. Ziv Steel & Wire Co. 


Parker Rust Proof Co. 

Pearson Industrial Steel Treating Co. 
Penn Brass & Copper Co. 

Pereny Equipment Co. 

Peters-Dalton, Inc. 

E. W. Pike & Co. 

Pittsburgh Commercial Heat Treating Co. 





145 new advertisers used 
Metal Progress to sell 
the giant metalworking market. 


They us2d it to reach 20,000 Metals Engi- 
neers who, because of their specialized 
knowledge of metals, have BUYING IN- 
FLUENCE—recommending one type of metal 
or equipment over another, praising or 
condemning a source according to their 


knowledge an xperience, 
A publication of the Amer:con Society for Metals owl dg de pe “e 


7301 EUCLID AVENUE - CLEVELAND 3, OHIO 











it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 
product into the 
manufacturing process 
... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 
e 
Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 





letters 


tothe Editor 


® Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


Whose train got there first? 


@ TO THE EDITO! Your July 
prompted me to send you a c¢ 
one of our Nordstrom valves adve! 
tisements 

We don't know who got there rst 


though this was run originally in 





NORDSTROM 


LWERICATED PLUG VALVES 


soon PEACOCK 


Peacock Baorneas Limiteo 
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the October 1951 issue of the Cana- 
dian Mining Journal and in the 
October 27th issue of the Financial 
Post. Since then, it has been run 
in quite a large number of Canadian 
business papers with different ap- 

plication halftones 
like the Oliver Iron & Steel 
GEORGE C, DRAPER, ad- 


yer, Peacock Broth- 


July, °51 


Prospective client wants 
list on how to select agency 
THE EDITO! Has INDUSTRIAL 
MARKETING ever published an edi- 
l » on the subject How 
Advertising Agency?’ 


e send us a reprint of 


the article if one is available or let 
is know the issue in which it ap- 
peared. A prospective client would 
like to have an impartial check list 
on this subject as an aid in the 
selection of an agency EDWARD J. 
KALAT, vice-president, Weber, Gei- 
ger & Kalat, Dayton 

{A reprint of our article “10 Steps to 
Choosing a New Advertising 
lgency, July, p. 56, has been sent 


fo you ED | 


May change company name: 
needs “how-to-do-it" data 


@ TO THE EDITOR: Some considera- 
tion is being given to changing the 
name of our company to more close- 
ly identify it with our product 

Have any articles appeared in IN- 
DUSTRIAL MARKETING covering or out- 
lining typical programs to accom- 
plish this change-over of corporate 
names, using advertising and sales 
promotion techniques, or do you 
know of any other sources for this 
information”? . . I. A. DICKEY, assistant 
sales manager, Indiana Steel Prod- 
ucts Co., Valparaiso, Ind 

[See “Top Management Forum” in 
this issue and “Flexonics Tells How 
It Promoted a New Company Name,” 
IM, July, p. 64 ED. | 


Wants advice on proposed name 
changes for product line 


® TO THE EDITOR Can you refer 
me to any articles you may have 
printed on company policies regard- 
ing trade names of promotional 
character for each of a varied line 
of products as against promotion 
of the company over-all trade name 
tied to a descriptive term for each 
product? 

We are about to drop the use of 


such names as “Floor-Veyor” for 





MARKET COVERED — Total construction outlays for the first 
half of 1952 were just under 15 billion dollars. CONTRACTORS 
AND ENGINEERS MONTHLY’s segment of that market embraces 
highway, heavy, and heavy building construction on a nation-wide 
basis, including the construction of highways, bridges, airports, 
dams and hydro-electric projects, earth-moving, irrigation, levees, 
river and harbor work, water works, sewage plants, and pipe 
lines, tunnels, railroads, viaducts and elevated highways, founda- 
tions, industrial and office buildings, and other large structures; 
and highway maintenance and related problems. 


PRODUCTS USED — It takes 498 product headings and 21 pages 
of a pocket-size booklet to list the equipmer.'. materials, and serv- 
ices advertised in CONTRACTORS AND ENGINEERS MONTHLY 
and sold to our tremendous buying audience in ‘51 and early ‘52. 
Space limits preclude listing even major headings here, but the 
full booklet is yours for the asking as a guide to your product's 
application in our field. 


READERS ARE BUYERS— conTRACTORS AND ENGINEERS 
MONTHLY thoroughly covers the KEY PURCHASING and INFLU- 
ENCING GROUPS of the construction industry. Its editorial appeal 
to both home office and field personne! is based on 1) detailed 
job stories, and 2) news of new products developed for more 
profitable construction operations. 


EDITORIAL POLICY — Only editorial material matched to reader 
needs can convert circulation to readership. Since we believe the 
best business publication of a field is the one that helps its readers 
most in solving day-by-day and close-to-home job problems, each 
issue of CONTRACTORS AND ENGINEERS MONTHLY carries 
from 15 to 20 feature articles carefully balanced as to type of 
construction and geographical location. The result, as one con- 
tractor puts it, is ‘real information and not a lot of generalities.” 


NEW PRODUCT PUBLICITY — In addition to the job articles 
described above, CONTRACTORS AND ENGINEERS MONTHLY 
has for years given its readers the most comprehensive coverage 
of new products available and new literature which can be se- 
cured from manufacturers and material suppliers. This has helped 
to build the reputation of our magazine and of our office as where- 
to-purchase information headquarters for the construction industry. 


Contractors ...0 
Engineers Monthly 


Basic facts about the basic high- 


way and heavy construction publi- 


cation—already chosen by 367 ad- 


vertisers and 217 agencies in 1952. 


INQUIRIES — The bound-in post card in every copy of CON 
TRACTORS AND ENGINEERS MONTHLY suggests reader service 
and inquiries for manufacturers. Hundreds of requests for litera 
ture and further information about advertised products are care 
fully screened and then forwarded to manufacturers each week 
from our own Service Department. 


AD-VISIBILITY — The large (11x15) page of CONTRACTORS 
AND ENGINEERS MONTHLY makes possible several striking 
photographic layouts in each issue and also assures editorial 
material on the same page with every 7x10 and smaller size ad. 
No blocks of solid advertising pages. 


ADVERTISING — 1952 issues of CONTRACTORS AND ENGI- 
NEERS MONTHLY to date have carried an average of 189 adver- 
tisers, to make ours the most complete where-to-purchase guide of 
construction products available in any monthly. These advertisers 
include most of the industry's key manufacturers. If your product 
is used in the highway and heavy construction field, you will be in 
the best company in CONTRACTORS AND ENGINEERS MONTHLY. 
if you are making op an advertising schedule now—or in the 
weeks ahead—take time to check these CONTRACTORS AND. 
ENGINEERS MONTHLY advantages for yourself in any recent 
issue or write us for the latest copy, plus any of the following 
which will be helpful to you: 


1. NIAA Sales Presentation 

2. Circulation Audit 

3. Mailing list folder 

4. Figures on request 
readership 

5. Typical reader com- 
ments 

6. Listing of 1951-1952 
advertisers 

7. Summary of inquir 
ies received 





Lbmeing the Jat | == 


the NEWSpaper of highway and heavy construction 











Here’s Your Opportu 


PUBLISHED EVERY JANUARY 
eee SINCE 1933 


COMPLETE AND ACCURATE 
BROUGHT UP-TO-DATE EACH YEAR 


L ALL PRODUCTS LISTED 


ALL MANUFACTURERS LISTED 


(INCLUDING COMPLETE ADDRESSES) 


ALL TRADE NAMES LISTED 








EXPANDED ADVERTISING 





SECTION FOR PRODUCT DATA 





nity to Have Complete Product Data 
ALL NEXT YEAR Before the ‘‘Who’s Who’ 


in Warm Air Heating & Sheet Metal Contracting 


Supposing early next year you could place in the hands of 
every KEY dealer and every KEY contractor in this big volume 
market, a copy of your complete 1952 product data... You Reach KEY Dealers 


‘ — , 
That would be an excellent stroke of business wouldn't it? . oa but and Contractors 
rather expensive! There is, however, a proved way to accomplish the 
same end, and do it economically .. . Who Purchase More 


Use the January 1953 Directory Number of AMERICAN 
ARTISAN. Your complete product data in this Directory Edition will Than 75% by Volume 


be in the offices of every subscriber (100% paid — ABC). - 
‘ of All Required Products 


it will BE THERE all through 1953 — available to KEY dealers 
and contractors when they make collectively thousands upon 
thousands of buying decisions. 


Some manufacturers find a single page sufficient. Others 
use two pages, four pages, even more space. Some insert their 
same complete product files in AMERICAN ARTISAN as appear in other 
media. 254 manufacturers have space in our 1952 Directory Edition. 


It would be extravagant to use more space than you need — penny 
wise, pound foolish not to have ample space to cover your ENTIRE LINE 
in detail, giving capacities, dimensions, product specifications, etc. 
Here is too important a job of DIRECT SELLING not to have 
your company adequately represented. 


Second Class postal regulations can limit the size of the Directory Num- 
ber. To avoid possible disappointment, order your space TODAY. 


Alico— THIS JANUARY ISSUE COVERS 


WRITE TODAY FOR THE BIG HEATING AND AIR CONDITIONING SHOW 


TELL-ALL BULLETIN The January AMERICAN ARTISAN will preview the International 
READ WHY NO MANUFACTURER Heating, Ventilating and Air Conditioning Exposition, Chicago, January 
in our field can afford to over- 26 to 30 . . . an important event in warm air heating, residential air condi- 
look the January Edition of tioning and sheet metal contracting. 


AMERICAN ARTISAN. Send for 
Tell-All Bulletin now. This Show Section will list exhibitors, summarize their exhibits, give program 


data, etc. Subscribers will find here the whole Show in print. Yes, all told, 
The ARTISAN for January is your BEST publicity opportunity of 1953. 











KEENEY PUBLISHING...6N. Michigan, Chicago 
AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place 
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IRON ano STEEL ENGINEER 


seeeeeeeeeeeeeeeeeeeeeseseseeseseeeeeeeeeeeeeeeees 


1010 EMPIRE BUILDING « 


WITH A SOUND SCHEDULE OF 
ADVERTISING IN THE PUBLICATION 
THAT IS BEST READ BY THE 

MEN WHO COUNT... THE BUYING 
OFFICIALS WHO SPECIFY AND BUY 


Ouer «a Billion Dollars 
WORTH OF EQUIPMENT, SUPPLIES AND 


SERVICES Avemually 


Phe search for dependable sources of supply 
is a never ending job for the men who in- 
fluence buying in the giant steel mill market. 
The search is more intense now than ever 
before as demands for more and more steel 


are placed on the industry. 


Every month your advertising in the IRON 
AND STEEL ENGINEER will consistently 
place your products, equipment, services or 
supplies on the desks of the important buyers 
which you must sell in this lucrative market 
From five to seven men sign each requisiion— 
so your selling job is not easy. Advertising can 
help, and should be a definite part of your 


sales effort. 


For compiete market data and 
advertising space rates... 


Write today {or 


THE NEW N.1.A.A. SALES PRESENTATION 


PITTSBURGH 22, PA. 


our inter-floor power belt conveyor, 
and to call it the Rapistan heavy 
duty power belt conveyor. We'd 
like to read over some case histories 
of how other companies fared after 
such changes . . CLAUDE V. MECONIS, 
advertising manager, Rapids-Stand- 


ard Co., Grand Rapids, Mich 


[We have published some general 
advice on trade name changes by 
John Hawley, marketing manager, 
Shakeproof on page 103 of our July, 
1952 issue. Also, see the Flexonics 
article referred to above ED. | 


Needs data, listing 
of Canadian publications 


® TO THE EDITOR In connection 
with a market survey, we are in- 
terested in knowing whether you 
publish (or know of any other in- 
stitution that publishes) an “Indus- 
trial Marketing’s Annual Market 
Data & Directory Number of Can- 
ada.” 

We would appreciate whatever in- 
formation you can give us . . PER AN- 
DRESEN, market analyst, commercial 
research dept., Carborundum Co., 


Niagara Falls, N.Y 


[INDUSTRIAL MARKETING’s 1953 Mar- 
ket Data & Directory Number, pub- 
lished June 25, 1952, carries a list 
of Canadian publications. The in- 
dex to this list is on page 29 of the 
MD&DN 


are listed in each market section, 


Canadian publications 


following U.S. publications . . Ep.] 


Needs surveys on methods used 
to get dealer cooperation 


® 10 THE EDITOR .. Do you have in- 
formation available on surveys con- 
ducted by manufacturers, lining up 
dealer advertising and merchandis- 
ing cooperation? 

We would like to get question- 
naires used in such surveys, i.e., 
where the manufacturer asks the 
dealer specific questions regarding 
the advertising program, merchan- 
dising cooperation, point of sale dis- 
plays, ete., preliminary to a sales 
promotion program. 

Also, we would like to see some 
samples of brochures used by man- 
ufacturers presenting their adver- 
tising and merchandising program 





leads all other oil papers 
in both paid circulation and 
advertising gains” since 1948 





First . . . as always, The Petroleum Engineer points up its editorial content solely 
for the operating man. He’s the man who works, the man who buys. In an industry 
geared to spend five billion dollars per year for petroleum services and equipment, 
purchasing influence rests with the engineer, the superintendent, the contractor, 
the foreman, the technician. In short, although this buying power is represented 
by many different operating “titles,” there’s one thing for sure — they all operate. 
And they all read, use, and file the only oil trade magazine totally dedicated 
to their benefit. 


Second . . . with its exclusive Four-Editions Plan, the Petroleum Engineer can 
offer this “working” editorial content to each subscriber as he prefers! If his 
duties cover only a single phase of the industry’s operations, he chooses either 
the Drilling and Producing Edition, the Refining and Gas Processing Edition, 
or the Oil and Gas Pipelining Edition. Each of these specialized magazines, 
culled of non-related editorial and advertising material, is then free to concentrate 
solely upon specific types of problems and operations. Or, if the subscriber’s 
responsibilities require a broad, integrated approach he then chooses the fourth 
edition — The Combined Edition. 

This same editorial flexibility applys directly to your selling programs. Advertisers 
simply select the edition that fits the product and pay only for the circulation 
they need —at pro-rata rates. Successful? The record— more paid circulation 
and advertising gains since 1948 than any other oil paper — speaks for itself. 
Literature describing specific applications of the Four-Editions Plan is yours for 
the asking. Write the Petroleum Engineer, Box 1589, Dallas, Texas. 


NOT ONE, NOT TWO, NOT THREE, BUT FOUR 
SEPARATE MONTHLY MAGAZINES PUBLISHED 
SIMULTANEQUSLY UNDER ONE GREAT NAME ......... 


Engineer. 


an international monthly 





*(from Industrial Marketing's year’s end reports, 1948, 1949, 1950, 1951) 
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~ Every ad is next to editorial, to catch 

the reader’s eye and to merge advertising 

product information with the reader’s absorbing 

interest in fact-packed articles about new materials, 
machinery and production methods. 


FACTS TELL THE STORY 


Here's the Right Combination of réduertising Values 


i: 25,000 circulation, 100% verified and re- | METAL-WORKING reaches more production 


quested. They receive METAL-WORKING be- and engineering men in key positions who buy 
cause they personally ask for it to help them in and specify your type of products than any other 
their jobs. metal-working magazine. 


Outstanding editors with 22 years publishing For quick volume sales, reader-action spurs 
experience in the metal-working field, concen- a volume sales leads month after month. Buying- 
trate their coverage on proved production ma- action follows quickly. 

terials, methods and processes gathered from 

the field. 





PRODUCTION IDEAS 


MORE SALES 


because Mlemane\hYomnocoe 
is 100% Requested by over 
25,000 Verified Readers— Who Buy 


Production men and engineers personally ask to receive METAL-WORKING to 
help them in their jobs — their copies are addressed directly to them by name and 
title. These are the men who sign the bulk of purchase requisitions — and who 
are too busy getting jobs done to settle for any business publication not geared for 
fast reading — concise, factual, helpful and appealing. They like METAL- 
WORKING's stimulating picture-story technique so well that every man on M-W’s 


list habitually sends its idea-packed contents along to 5 or more of his associates. 


Hard-selling days are at hand in the vast metal-working market. Now is the 
time to dig for new customers and prospects. You get a headstart when you 
advertise in MET AL-WORKING, the magazine that concentrates on pro- 


duction men and engineers—the men who concentrate on today’s big prob- 





lems, and today’s big buying. 
Write us for “The Metal-Working Story,” or ask your agency for details. 
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for sales promotion and advertising 
campaigns 

Any data you could send us, or 
published articles, would be very 
helpful ESTHER BLOCK, media di- 
rector, Bert S. Gittens Advertising, 
Milwaukee, Wis 


NEW SALES POTENTIALS! , li sh ti ate iaiae 


help. “Do Distributors and Dealers 


... it’s the nation’s FASTEST GROWING Get Enough Selling Help?,” Nov.’51, 
page 44, and “Let Your Distributors 


HOSPITAL MARKET Help Write Your Direct Mail 
Pieces,” May, ’52, page 134 ED.] 


Just think of the new sales opportunities 
FOR SUPPLIES for you in the $250 Million’ Southern Wants to send out reprints 





Restore: Rangole: spans hospitals are now spending annually for 
more than $250 MILLION x5 


z of “How to Live Happily .. . 
annually supplies. 

; : ‘ ania | a ee 
NEW CONSTRUCTION PLUS the new sales potentials offered by 2 a Please accept 
more than $250 MILLION $250 Million in new hospitals now under 


in new facilities building 


our hearty congratulations on your 
construction or in the blue print stage. article “How to Live Happily with 


or planned : : ; Your Agency and Vice Versa,” 
STILL NEEDED PLUS the new sales the South will con- IM, April Mr. Sawver certainly 
more than $1 BILLION in tinue to offer for a long time to come as : : 


: d knows the problem and has pre- 
new hospitals and facilities it builds to catch up with fast-growing 


sented his case well 





needs, 
1 Our organization mails similar 
items of advertising interest to a 


FOR 100% COVERAGE mailing list of 300 industrial and 


of this vast, growing, 14-state market commercial organizations in this 
3 , 0° 
area. We would like to have your 


LOOK 70 permission to reproduce (offset) 


Mr. Sawyer’s article for our next 

fi il mailing JAMES N. CARGILL, Cargill 
& Co., Richmond, Va 

the ONLY exclusively Southern journal pm fy 

As the official publication of the Southern state m 

associations anc roth the Southeastern anc : Quaker Oats made points 

pitals enjoys the respect of Southern institutions ne ig 
and the people who run them, Edited and pub- 
lished by Seutherners for Southerners, readership 


comes naturally! a ® TO THE EpIToR . . I found the Au- 


CLARK-SMITH PUBLISHING CO. #2} ary.) *" gust, 1952 issue of INDUSTRIAL MAR- 

218 W. Morehead St., Charlotte 2, N. C. _—— KETING an extremely interesting one. 

> Articles which particularly caught 

the South deserves EXTRA Sales Effort . a ; my eye were “Management Needs 


SOUTHERN. HOSPITALS provides it! — Faster Trend to Better Company 
Magazines” and “How to Work with 


the Press . . Detailed Policy and 
; y ee : Method.” 
: ad ALLE Us I thought that the Quaker Oats 
WANT TO KNOW ' i ao —o “eS Public Relations Department did an 
ee ‘ outstandingly fine job in outlining 


“P53 Mary Lp Ae tek NI £1) 
WHAT SERVICES  Pirecte ty Meant : Bee. the procedure for good relations 
er , : 


with the press, and that they made 


foe 28, sup ae a 
ARE OFFERED oe Se ee points every company should ob- 


serve in the handling and distribu- 


BY LEADING Sections ee OAL Me tion of news emanating from indus- 


try. I am keeping that article in my 


BUSINESS = g Re own working file .. WALTER E. KOHRS, 


trade publicity and publications su- 


PUBLICATIONS ? ; E te, yi - aianigg R. G. LeTourneau, Inc., 


every company should follow 





Peoria, 
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Look around the airport 





for Metalworking | products... 


7. ean ereinonasmses TOM £2 enn xaommnen RNa 





...- made in the plants reached by Farii4 


Visit an airport and see the abundance of products turned out 

in Metalworking plants. In fact, wherever you are right now, 

notice the presence of an amazing variety of products that make 
Metalworking the biggest industrial market of all. Imagine the 
returns you can get with a sales promotion program concentrated on 
this market! And that’s where STEEL can help you. For STEEL 


carries your advertising into the plants that do well 
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C455 
ic 
Fo over 90% of al] Metalworking business 
RGING { 
TESTING \ STEEL e Penton Building e Cleveland 13, Ohio 
NG 
INSPECTING HEAT TREATI 


assensune MACHINING 


ne ; f a 
gn i: lEA NING 


Many Operations demanding the products or serv- 
ices you sell gointo making this truck and thousands 
of other metalworking products. STEEL reaches 
more of the executives who call the shots on these 
operations than any other metalworking publica- 
tion—carries your message to the men who buy 
more goods than any other group in the world 








oldly and quickly this face arrests the attention 


Way y 
of the passer by Long 1 favorite of newspapers, t h e if e S | 
idvertisers, periodicals and printers, the News \ 

hics currently are enjoying a remarkable t y D e 


rejuvenation. Available in fonts in News Gothic, 


Condensed and Extra Condensed, 6 pt. to 72 pt., f d C e 
or $5.95 to $34.15, or $477.18 for the three 
for everybody 


eries. Buy only what you need, of any face. from 
foundry stock in ATF Branches; it’s so much less 
expensive than investing in matrices. Print from 
\TF foundry type: it’s tough and hard and sharp 
throughout long runs. There's a type face for 


everybody and News Gothic is for you 


NEWS 
GOTHIC: : 


the Forcetul type 








NEWS GOTHIC ABCDEF 
abcdefghijklmnopqrstuv 


NEWS GOTHIC CONDENSED A 
abcdefghijklmnopgrstuvwxyzab 


NEWS GOTHIC EXTRA CONDENSED ABCDEFGH 
abcdefghi)klmnopgrstuvwxy2 abedefghykimnopg 





AE AMERICAN TYPE FOUNDERS 


JBSIDIARY AYSTROM INCORPORATED 


200 ELMORA AVENUE, ELIZABETH, NEW JERSEY - BRANCHES IN PRINCIPAL CITIES 








Steel fights way out of corner 
after strike; capacity to rise 


By Stanley E. Cohen 


@ THE STEEL STRIKE is gone. But 
what a hangover! 

Barring a miracle, there appears 
to be little chance of steel shipments 
against fourth quarter “tickets” un- 
til December. For non-defense con- 
sumers, steel “rations” for fourth 
quarter have been held to 80% of 
third quarter. Unless the mills show 
signs of catching up on their orders, 
first quarter 1953 allotments may 
also be disappointing. 

Before the strike, defense produc- 
tion officials were hopeful that con- 
trols over steel would be out of the 
way by the end of 1952. Now they 
say they will be lucky to get rid of 
control by mid-1953. 

But the steel industry has a knack 
of fighting its way out of corners. 
Government people may be crying 
a bit too hard. By March 1953, with 
their expansion programs completed, 
steel mills will be producing 10,000,- 
000 tons of ingot monthly. That'll 
close any gap pretty fast. 

If there are crammed allotments 
of steel in first quarter 1953, the 
small consumer will escape the 
pinch, and the red tape. 

In an effort to simplify its control 
program, NPA has announced that 
manufacturers can have as much as 
500 tons of carbon steel, $0 tons of 
alloy and 10 tons of nickel bearing 
stainless in early 1953 by self-cer- 
tification. 

There'll be more copper, and 
aluminum, too. Companies can self- 
certify 20 tons of copper and 30 tons 
of aluminum for first quarter 1953. 
That compares with 10 tons of cop- 
per and 20 tons of aluminum now. 


Non-Inflatable Power . . Federal 
Power Commission’s tabulation of 
electric power costs is a convenient 


reminder that inflation has managed 
to by-pass this major ingredient of 
industrial production. 

Average power bill for an indus- 
trial plant with 1,000 kilowatt de- 
mand using 200,000 kilowatt hours 
per month was $3,042 on Jan. 1, 
1952, the Power Commission reports. 
That was up slightly from 1951's 
$3,011, but it stands up well with 
$2,828 in pre-inflation 1940, and does 
beautifully against 1935’s $3,081. 


First-Aid for Tools . . NPA de- 
cided to go ahead with the modifica- 
tion of its regulations over the ma- 
chine tool industry, to permit tool 
people to book orders from non- 
defense firms. 

The shift was adopted after many 
machine tool firms reported that 
defense orders are below expecta- 
tions. 

The government is still reserving 
100° of the industry’s production of 
certain tools. But tool companies 
can take orders from anyone, pro- 
vided the orders will not delay de- 
fense shipments. 


U.S. Know-How Abroad . . Mu- 
tual Security Agency calls attention 
to the passing of the Anglo-Amer- 
ican Council on Productivity, “an 
entirely new form of international 
public relations and adult educa- 
tion.” 

The Council was non-governmen- 
tal, but financed by Marshall Plan 
Funds. It enabled 911 British in- 
dustrialists, technicians, and work- 
ers to visit about 2,000 American 
plants during the past four years. 

On their return to Britain they 
published American 
methods, which have been widely 
distributed. More than a half mil- 
lion copies of the reports have been 
distributed to date. 

One of the “best sellers” was 


reports on 


... Or anything else the 
public works field uses 


sell the public 
works engineers ! 


On streets and highways, in sewage and 
waterworks, airport and snow removal 
jobs, it’s the engineer who's responsible 
for plans, materials and equipment. 
Planning a major project is no more 
technical than deciding on the products 
that will get the job done right. That's 
why you can sell more asphalt or aerat- 
ors (or trucks, clarifiers, or anything else 
used by the big municipal-county mar- 
ket) if you sell in PUBLIC WORKS Maga- 
zine. It solves on-the-job problems... at 
the top engineering level. And it's the 
only magazine edited especially for 
public works engineering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 
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here... ov 


to reach « 


high-priority “ 
markets* | 


*1. Electrical Departments in Industrial Plants; 
extractive industries (electrified mines, smelting, refin- 
ing, and converting plants) ; transportation companies 
(electric railway and railroads, airline operators) ; large 
electrical contractors handling industrial work; motor 
repair and service shops; electrical, mechanical and con- 


sulting engineers. 


Electrical and Electronic Manufacturers includ- 
ing manufacturers of all kinds of electrical apparatus 
and appliances; radio equipment and accessories; elec- 
tronic equipment and supplies; large machinery and 
machine tool builders; manufacturers of aircraft and 
electrical aviation equipment; and shipyards. 


Over 500 Advertisers are now receiving these 


benefits from ELECTRICAL EQUIPMENT: 


100% Personally Verified Circulation from active buying influences such as 
executives, engineers (design, development, specifying, electrical, mechanical, 


production, maintenance) and purchasing personnel 
Direct traceable returns from advertising dollars 


Low cost returns 4 1/9 unit in Electrical Equipment costs only $150.00 


per insertion or $525.00 per 4/9 unit (7x10) on a 12-time basis. Color extra. 





NEW YORK 17, N. Y. 


produced by the specialized team 
which studied materials handling. 
“More important even than the in- 
terest raised in more and better ma- 
terials handling equipment,” the 
Council said, “has been the closer 
attention now given’ throughout 
British industry to the fundamental 
problems of handling materials and 
to layout.” 

On the US. side, the Anglo- 
American Council was headed by 
Philip D. Reed, of General Electric 
and Victor Reuther of the CIO. Its 
total Marshall Plan expenditures 
were $1,467,500. 


Enough Aluminum? Yes! .. Not 
so many months ago, NPA was beg- 
ging . . and all but ordering . . in- 
dustry to revise specifications wher- 
ever it could, to eliminate the use 
of aluminum. 

The worm has turned. 

Representatives of NPA’s copper 
and aluminum division told truck 
manufacturers recently that alu- 
minum will be coming out of our 
ears by second quarter of 1953 

They suggested that truck makers 
could reconvert to aluminum for 
first quarter production 


Copper .. High & Low . . NPA 
still has some headaches over cop- 
per. The rub is the two price sys- 
tem . . low price for domestic metal, 
high price for imported copper. 

Brass and bronze ingot makers 
brought the crying towel to an in- 
dustry advisory committee meeting 
and complained that copper is still 
tight. 

NPA wasn’t impressed. 

Officials said some companies 
have been returning their allot- 
ments of high priced foreign copper 
and requesting additional allotments 
of domestic copper. 

“All allotments are 60% foreign, 
40% domestic,’ NPA said. “We sim- 
ply cannot honor requests for larger 
allotments of domestic copper.” 


“Kbove $3; He Quit” .. Ellis 
Arnall leaves the Office of Price 
Stabilization “bloody but unbowed.” 
Before the steel strike, he vowed 
any price increase over $3 would 
bring his resignation. It did. 
Under orders from John Steel- 
man, acting defense production 
chief, Arnall approved the $5.65 





Hold It! . . New type of corrug 
per container for shipping fragile prod 
holds four men weighing 800 x 


was aesigned by wondai 





steel boost. But in approving it, he 
disowned it. 

His “statement of considerations” 
in the steel price increase order says 
flatly that OPS and its director 
“have been deprived of any inde- 
pendent discretion or authority” 
over steel prices. 


Building Stays High . . Unless the 
experts are wrong, the construction 
boom is to go on. . and on. 

Despite the steel strike, NPA ex- 
pects that construction started this 
year will be close to the $32 billion 
originally predicted. 

Long range outlook for schools, 
hospitals, and other institutional 
construction remains bright. A 
backlog of about $5 billion is avail- 
able for military construction 
about 65% of it for buildings. 

NPA is predicting that by 1955 
the construction level will probably 
reach $34 billion and in 1960, $40 
billion. 











: 
ConTRACTors’ 

in e 

Surerricar Sovrrment 
1. all 





Over 200 advertisers are now getting fast 
buying action in Contractors’ Electrical 
Equipment BECAUSE: 


| . It reaches more than twice as many electrical contractors as any 
other publication . . . including medium and small contractors 
doing 65% of the business. 

wy. : ‘ , . 

«+ Verified circulation reaches over 20,000 electrical contractors. 

. 

3. The only publication edited exclusively for electrical contractors. 

]., Next-to reading matter positions for all advertising insures max- 
imum visibility and instant buying action. 


-). More contacts mean more direct traceable sales leads — monthly 
average over 4000. 


If you want to sell MORE to ALL electrical contractors, your 
advertising belongs in CEE. Start now by getting the whole 
story from your agency or writing to .. . 








September 1952 /19 














IN 
LATIN AMERICA 
YOU CAN 
CLOSI 
A SALE TALKING 
EITHER 
ENGLISH 
oR SPANISH 
lO MANAGEMENT 


























TO CREATE 
A SALE YOU NEED 
SPANISH 
iO TALK WITH 
HELD MEN 
IN THE 
PETROLEUM 
INDUSTRY 




















You advertise to create a sale 
where one did not exist. Sales 
are created in the tield 

Field men speak Spanish in the 
Latin American Petroleum In 
dustry 

You close a sale with manage 
ment after the sale has been 
created Management speaks 
English in some Latin American 
Petroleum Companies 

You need both languages 

In Petroleo Interamericano you 
get both 


211 So. Cheyenne 
TULSA, OKLA. 
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WY 


problems 


in Industrial Marketing 


® WE ADVISE that one person 
and only one person be put in 
charge of the literature room 

The manager of this room can 
handle his or her job in either of 
two ways. He can be available to 
handle all requests personally, and 
by keeping a comparatively simple 
running record, know at all times 
exactly how many pieces of a given 
brochure, bulletin or catalog sheet 
are on hand 

But, it may not be practical or 
possible to have one person con- 
stantly available to take care of all 
requests. In this case, the literature 
room can be kept open a la neigh- 
borhood supermarket those who 
need literature can come in and help 
themselves. Then at the end of each 
day, the literature room manager 
can take a quick guestimate-inven- 
tory to see what pieces are in low 
supply. 


To use the supermarket method, 
you will have to invest in a quantity 
of specially designed literature boxes. 
Each box is 9%4x11%x4” and will 
hold from 100 to 300 or 400 pieces, 
depending on thickness, weight of 
paper stock, etc. One of the 4” ends 
has a heavy cellophane window and 
is hinged as shown below to permit 
easy access to contents of the box. 

A separate box is devoted to each 
different type of literature, so if 


you have 150 different pieces, you'll 
need a bank of 150 literature boxes. 
Although an arrangement of this 
kind takes up a little extra space, 
you'll be pleasantly surprised to see 
how many boxes you can pile on 
shelves in just one aisle or against 
one wall. 

To remove literature, it is only 
necessary to pull the box away 
from the wall about four inches. . 
just like you'd open a drawer. This 
allows sufficient clearance to open 
the hinged end-flap. 

Each box will, of course, carry a 
number and title describing the 
piece of literature it contains. 

The boxes are made of light but 
high quality paper board and the 





THE INDUSTRIAL MAGAZINE THAT DOES MOST FOR ITS 


READERS 
ALSO DOES MOST FOR ITS 


ADVERTISERS 


IN THE ACTIVE, HIGH-POTENTIAL NON-METALLIC 
MINERALS INDUSTRIES. THAT MAGAZINE IS 


ROCK PRODUCTS 


MORE READERS 


Highest Total Net Paid — 16,586 ABC 
Highest Producer Coverage — 14,363 ABC 
Highest Renewal Percentage — 83.64% 


(All ABC figures from latest Publisher's Statement) 


HIGHEST QUALITY EDITORIAL 


Most widely read and most often quoted publication serving 
the rock products industries. 


Editors are all qualified engineers, technically trained and 
experienced. ROCK PRODUCTS is the ONLY rock products 
industries publication completely engineer-staffed with edi- 
tors. 


WE INVITE YOU to have a ROCK PRODUCTS representative give you the story of how ROCK 
PRODUCTS does MORE for its readers and does MORE for its advertisers. 


*A $21, BILLIONS ACTIVE MARKET 


Heavy sales of equipment and supplies are being 
made to the industries covered by ROCK PROD- 
UCTS and in 1953 all signs point to these industries 
being busier than ever. They are: 


Producers of: Sand and Gravel 
Crushed Stone 
Cement 
Lime 


iscellaneous Non-metallic Minerals 
Ready-Mixed Concrete 
Concrete Products 


N Let ROCK PRODUCTS help you with Market In- 
Sragtisnt? formation of valve to your sales 
pd nel aay help your planning for sales 
9! service promptly 
and courteously yo Sy 


PRODUCTS 





New York, Cleveland, Chicago, San Francisco, Los Angeles 


@ 309 W. Jackson Bivd., Chicago 6, Ill. 
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H. P. E.N.'s 
Coverage of 


— VERIFIED by Leading 


WHOLESALER-VERIFIED COVERAGE 
reaches contractors concerned with: 


Radiator Heat 
Oil Heat 

Gas Heat 
Warm Air Heat 
Plumbing 
Piping 
Ventilating 

Air Conditioning 


A New Step Forward in 


Circulation Verification! 


Where do you get your names? That is the question 
most frequently asked about Controlled Circulation 
publications. And rightly so, for the effectiveness of 
a Controlled Circulation paper as an advertising medi- 
um depends directly on the care and thoroughness with 


which its list of readers is built — and maintained. 


There are over 60,000 heating and plumbing con- 
tractors in the field. HEATING & PLUMBING 
EQUIPMENT NEWS covers about half of them. Why 
half? Who is best qualified to decide which of the 
60,000 contractors are worthwhile prospects for your 


advertising and sales promotion efforts? 


The men who do business directly with these heating 
and plumbing contractors — the wholesalers who sup- 
ply them — are obviously in the best position to tell 
which of their customers are the important buyers of 
equipment, tools and materials. Therefore, HEATING 
& PLUMBING EQUIPMENT NEWS goes directly to 
leading wholesalers and asks each one to list his best 
customers and prospects. In actual operation, HPEN’s 


Published by The Industrial Press, 





plan that assures advertisers 
IMPORTANT CONTRACTORS 


Heating and Plumbing Wholesalers 


plan of Wholesaler-Verified Coverage takes steps to 
locate the most important wholesalers in each area... 
to correlate the number of their important contractor- 
customers with the total amount of business in the area 
... and to eliminate duplication in the lists of customers 


and prospects which each wholesaler supplies. 


In this way, we build a list of the important heating 
and plumbing contractors in every branch of the trade 
... the ones who are the biggest buyers of the products 
you advertise . . . verified by his actual sources of supply. 


This process of list building is, of course, a continuing 
project, for turnover among contractors is high. Cur- 
rently, our name checking covers the wholesalers in 
the 106 most important cities, and this base is being 
continually broadened so that every major trading area 
will soon be covered. The market for heating and 
plumbing equipment outside these areas is also im- 
portant; here the problem of locating the most active 
contractors is much simpler, and other methods are 
used to find the contractors who are doing the bulk of 


the buying. 


HPEN’s Wholesaler-Verified Circulation plan is an- 
other great step forward in assuring advertisers the 


circulation accuracy and circulation scope that are 
needed to get effective coverage of the important con- 


tractors and dealers in every part of the market. 


HEATING & PLUMBING EQUIPMENT 
NEWS gives you... 


1. Wholesaler-Verified coverage of the leading 
heating and plumbing CONTRACTORS. 


Verified coverage of the leading WHOLE- 
SALERS AND DISTRIBUTORS. (The result of the 
first step in our survey, which locates the leading whole- 
salers in the field.) 


3. Coverage of MANUFACTURERS’ AGENTS 
(Important specifying and buying authorities. Also 
important to manufacturers seeking to expand their 
selling outlets.) 


4. Coverage of the leading MANUFACTURERS 
of heating and plumbing equipment (Volume buyers 
of materials, unit parts, controls and accessories.) 


The Result... 


A circulation of over 35,000 that reaches more of your 
real prospects than any other publication in the field — 
and reaches them at lower cost per thousand! A cir- 
culation that gives you effective coverage of the com- 
plete MANUFACTURER — MANUFACTURERS’ 
AGENT — WHOLESALER — CONTRACTOR chain 
of distribution throughout the heating and plumbing 
field. 


148 Lafayette Street, New York 13, N. Y. 
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UTILIZATION 


is the sole 
publication 
that does what 
you want to do: 


cover the 
tremendous 
horizontal 


No other publication in the world concentrates upon 
all classifications of coal users. UTILIZATION’S circu 
lation pattern includes 


@ the majority of coal burning utilities 

@ municipal and industrial power stations 
@ most steel and cement mills 

@ some 6,000 manufacturers 


e@ all Great Lakes coal docks and coal handling 
railroads 


@ 5,800 prominent retail and wholesale coal yards 


You can sell this multi-billion dollar market for 

equipment if you go where UTILIZATION goes. 90.7‘ 
of copies are received by primary buying influences 
presidents, vice-presidents, secretaries, treasurers, 
superintendents, managers, engineers, technical per 
sonnel and purchasing agents).* 


We know readers welcome our publication through 

continual check of their habits, interests and par 

ticipation. UTILIZATION explores every phase of coal 
use. Our location in Washington offers an_ alert 
listening post, quickly reporting decisions, trends 
and regulations affecting coal 


If they burn, buy, dock, export, handle, heat with, 


ioad, manufacture with, move, sell, ship or stock- 


pile coal they’re yours to sell in the one publi 
cation that covers the coal use market-— UTILIZATION 


*Survey made in Fall, 1951 


The MAGAZINE of COAL USES 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 
NEW YORK 
Sli SOA 
SAN FRANCISCO 


hinges are of tough fabric. The 
average box will last for five or six 
years, usually longer. (We'll be glad 
to give you source and prices of the 


boxes on request. ) 


Organize for Easy Use .. O/ 
course, the average person in a 
hurry to find a catalog page isn't 
eager to peer patiently at the num- 
bers and captions on dozens of 
boxes. You have to make it easier 
than that. Here's our suggestion: 

Take all of the literature you use 
and organize it . . either by manu- 
facturer, type of equipment or 
whatever system seems best. Then 
arbitrarily assign numbers. If you 
organize by manufacturers, perhaps 
youll use 101, 102, 103, etc., for 
Caterpillar Co. literature 201, 202 
for Acme Wheelbarrows 301, 302, 
etc., for Little Monster Cement 
Mixers, and so on 

Next, prepare a master scrap book 

preferably loose-leaf carrying 
a sample of each piece of literature 
you stock. Under the sample, show 
the number and title of the piece 

By referring to the master book, 
you simply locate the piece you 
want, check number and title, walk 
to the bank of boxes arranged in 
numerical order, find the corre- 
sponding number and title and 
that’s it 

But remember, the system won't 
work worth a hoot if you don’t 
make it the responsibility of one 
person. If you bring more than 
one person into the picture, no one 
will be responsible. 

Here are some other suggestions 
for making the system work: 

1. Don’t permit your supply of 
any given piece to fall below a pre- 
determined quantity. This quantity, 
which will vary with the popularity 
of the piece, can be posted on the 
outside of the box 

2. Prepare literature order forms 
Plan this form so that all the lit- 
erature room manager has to do is 
fill in the address, the title of the 
printed pieces desired, quantity 
needed and, of course, his signa- 
ture 

3. From time to time, ask your 
suppliers to send one sample each 
of all current literature. By cross 
checking this material with your 
master scrap book, you can be sure 


the literature you have in stock is 








Sell the 
Analytical 

and Control 4 
Chemists and | 
Engineers... 


at work in their laboratories. 
They are the key originators, op- 
erators and buyers of costly in- 


























struments such as those used in 
the chemical control laboratory 
of Fisher Scientific Company. 
Here, analysis of a single chemi- 
cal substance requires the use of 
a Sub-Sieve Sizer, a Gram-atic 
Balance, an Electroviscometer 


and a Spectro-photometer! And you sell the 
multibillion dollar research market! 


In 1951, sales of plant recording and control instruments such as these to the 
Chemical and Process Industries approximated two billion dollars. 


Analytical and control instruments, ne armen amend era ues tg 
° Alcoholic Beverages é 

component parts for instruments, Aeonile Proceesing 

‘i - Cellulose Products 

reagent and specialty chemicals, Cement and Lime Products 

Chemicals 

| rator ipmen n or | Coke, By-Products and Gas 

aboratory equipment and apparatus Seis or soe 

Fertilizers 

are bought and specified by the chemists, engineers and scien- Food Processing F 

. P j : Glass, Ceramics and Refractories 

tists who work in control, analysis and research ... men who Leather Processing 


turn to ANALYTICAL CHEMISTRY for the practical work- Linoleum and Artificial Leather 
‘ : ¥ ate Metallurgical Products 
material essential to their plant and laboratory activities. Oils, Fats, and Soap 
Paint, Varnish, Lacquer and Inks 
Paper, Pulp and Wood Processing 
Through the pages of ANALYTI- Petroleum and Petrochemicals 


CAL CHEMISTRY, you reach the aman eee my one 


key buyers and specifiers in these Rubber Products 
Y : Storage and Dry Batteries 
Sugar Processing 
Textile Finishing 
Miscellaneous 





24 Chemical and Process Industries: 
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News 


of industrial sales and advertising 


Business paper rates rising 


56 publications boost rates 


since April; bl ti 





increase in costs, taxes 
® CHICAGO Business publication 
rates are going up again 

At least 56 business publications 
have announced rate increases since 
April, a spot survey by Advertising 
Age disclosed Higher costs and 
higher taxes are once more held re- 
sponsible 

The upward trend confirms a 
study presented at a meeting of the 
American Association of Advertising 
Agencies last April by Melvin Bror- 
by, vice-president, Needham, Louis 
& Brorby, Chicago 
Brorby found that 


Examining var- 


ious media, Mr 


black-and-white page costs per 1,000 
in business publications were $13.43 
in 1941, $16 in 1950 and $16.29 in 
1952 

These costs, along with increased 
taxes, are said to have offset the 
20°, increase in dollar volume that 
business publications as a whole en- 
joyed in 1951 

The prospect of 


creased rates was not regarded as 


generally in- 


an evil by at least one person. J. K 
Lasser of J. K. Lasser & Co., New 
York tax accounting company which 
services many business publications, 
declared that higher rates tend to 
develop better advertising and more 
effective use of space in business 
publications 


Among business papers that have 





Dynamite: Oil Detector 
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Morivies business is solving problems by chemistry ter industry 


A 


HERCULES 








BE SURE TO VOTE! 


pRopiem 


so.wtion 
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Mercules business is solving problems by chensistry ter industry... 


| 


HERCULES 








Different Problems, Same Method. . 
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announced rate increases effective 
since April are the following 

April (b&w, one-time base rate) 
Aviation Age, $480 to $575: Iron 
Age, $429 to $500. 

June: Cosmetics & Toiletries, $337 
to $375; Luggage & Leather Goods, 
$265 to $300; Notions & Novelties, 
$265 to $300; Export Trade & Ship- 
per, $150 to $165. 

July: Construction Equipment, 
$588 to $636; Purchasing, $399 to 
$462; Mill & Factory, $567 to $654; 
Optical Journal, $150 to $180; Boot 
& Shoe Recorder, $350 to $420; 
Hardware Age, $350 to $415; Motor 
Service, $460 to $530; Plumbing & 
Heating Business, $435 to $500; 
American Boxmaker, $145 to $174; 
American Paper Converter, $145 to 
$174; Hospital Topics, $275 to $325; 
Motor Age, $563 to $620; Advertis- 
ing Age, $630 to $682.50; Agricul- 
tural Chemicals, $150 to $170. 

August: Upholstering, $220 to 
$235; Dough Boy, $140 to $150; 
Jewelers’ Circular-Keystone, $280 to 
$320; Curtain & Drapery Depart- 
ment Magazine, $320 to $360; Steel 
Equipment & Maintenance, $310 to 
$315; College & University Busi- 
ness, $207 to $226; Nation’s Schools, 
$300 to $333; Modern Hospital, $336 
to $370; Foundry, $360 to $432. 

September: Auto News, $150 to 
$200; Motor Boating, $495 to $550; 
Hardware Retailer, $350 to $410; 
Traffic World, $400 to $425; Yacht- 
ing, $485 to $530 

October: Tide, $425 to $500; Mate- 
rials & Methods, $405 to $432. 

November: Department Store 
Economist, although it does not con- 
template a rate change, plans to 
change its page size from 9x12” to 
8 7/16x1114”. Its last rate change 
was in January, 1950. 

January, 1953: Aero Digest, $425 
to $490; Distribution Age, $250 to 
$375; Food Processing, $520 to $556; 
Optometric Weekly, $130 to $150; 
Builder, $750 to $825: 
Railway Engineering & Mainte- 
nance, $310 to $340; Railway Me- 
chanical & Electrical Engineering 
will change its name to Locomotives 
& Cars, add 1,200 in new circulation 
and up rates from $310 to $340; 
Variety Store Merchandiser, $530 
to $635: Chemical Processing, $560 
to $656; Chemical & Engineering 
News, $744 to $852; Chemical Week, 
$375 to $470; Fleet Owner, $345 to 


American 





active plants in U. S., Canada and Mexico 
with a production value for 1951 estimated $ 2,049,000,000 


to be 


active plants in U. S. producing Concrete 
Masonry units, Ready-mix Concrete and $ 51 5 000 000 
7 tf 


Concrete products with a production value of 


Value of Supplies and Equipment bought annually: 


$1,011,960,725 


Huge Aggregates Output by PIT AND QUARRY readers means a 


Big Equipment Market for You” 


The market for your equipment in these industries is wide operate without the special stones and sands they utilize. 
open. It is bigger than ever — and the PIT AND QUARRY No railroad bed can be maintained without the products 
of the Pit and Quarry Industries. But, these industries need 
ie : ’ help. They are one of the largest users of heavy equip- 
Millions of dollars in sales await manufacturers who can ment — they need more of that equipment to remodel and 
help owners and operators of plants in these industries step- expand their plants. 
up aggregate production and keep pace with America’s 
construction program. 


reader is a bigger buyer of equipment than ever before. 


One publication—PIT AND QUARRY—can do a strong 
selling job for you. It has adequate =9—______ 
No structure, factory, home or highway can be com- coverage where it counts most — ont asm euieee 


pleted without aggregates. No steel or glass plant can deep penetration — striking power. ae 


ASSOCIATED INDUSTRIES |} 
First in the Field! WRITE FOR MARKET AND MEDIA DATA 


New file-size folder gives production figures — volume 

FIRST IN EDITORIAL QUALITY and value; value of supplies and equipment purchased 

FIRST IN TOTAL PAGES OF EDITORIAL annually. Send for these easy-to-use facts to help you 

determine sales potentials for your products in these active 
FIRST IN QUALITY CIRCULATION industries. 


FIRST IN ADVERTISING VOLUME 


cnwciomemerm 1 PIT AND QUARRY 


FIRST IN MAIL SUBSCRIPTIONS 
HIGHEST SUBSCRIPTION RATE 431 South Dearborn St. Chicago 5, Ill. 











m News 


$400; Industrial Distribution, $320 to 
$375; Product Engineering, $450 to 
$525: Textile World, $390 to $495. 
February: Motor, $600 to $650 
March: American Machinist $440 
to $500; Chemical Engineering, $505 
to $585 





Few price increases despit 





higher steel cost: Sawyer 


® WASHINGTON . . Many manufac- 





turers will absorb all or part of the 














increased cost of steel without try- 
ing to pass the boost along to the 
customer, Secretary of Commerce 


Sawyer has predicted 





In a released report, he said that 


manufacturers of industrial and 





consumer products fear “consume? 
resistance” to higher prices. The 
report was based on studies of local 
markets by Commerce Department 
field offices and an analysis of the 
studies by department economists 

“Major price changes are not in- 
dicated for the balance of this year,” 


1952-53 CEC saps 


now 2,000-page working encyclopedia 
TYPE METAL () *% . Pe. 


keeps pace with process industries growth TALKS oi oF 





—\ 
0%) 1GMT 


7 


. ty 
. A 1 
The 37th edition of CHEMICAL ENGINEERING CATALOG, now being Y - 
distributed, will help specifying teams solve most any processing problem £2 
WERE'S HOW WED UKE TO BE TREATED. 


involving equipment, engineering services or materials of construction. In 
19,500* copies of the 1952-53 CEC, over 500 leading companies put their Ae amps cota 
technical sales data before specifying teams in over 13,000 Dun & Bradstreet “See 
company-rated plants. No waste circulation. No important process industries 

plants overlooked 


Throughout the years, CEC has proved to be the surest, soundest, most 
economical way of putting your sales literature in the hands of the right men 
in the right plants ...and keeping it there for 365 days. While working on 
next year's plans, remember that the last forms of the 1953-54 CEC close 
April Ist of next year. Now is the time to ask your Reinhold Catalog repre- 
sentative to give you all the facts on this effective sales tool. Ask him, too, for 


latest process industries marketing facts 


*Records show an average of five users per copy. 


For \ 
equipment x 
engineering services 
g seni 
materials of 


construction CHEMICAL ENGINEERING CATALOG 


REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. 
Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle 


Dallas * Denver 





The quickest, 


most direct route to the 


men with buying influence in the 


" steel fabricating industry is through 


Steel Processing 


the engineering and operating authority for the processor of steel 


If your sales efforts are directed to the officials 
of forging, pressworking and heat treating 
operations, Steel Processing can do the job 
quicker and with greater saturation. No other 
trade magazine in the field offers more 
economic and yet thorough coverage of this 
enormous market. 


With careful auditing of circulation (CCA), 
over 8,000 copies are distributed monthly to 
plant executives, managers, production mana- 
gers, master mechanics, foremen, metallur- 
gists and purchasing agents. 


Presented in shop language, Steel Process- 


ing is written exclusively for the processor of 
steel. Use the straight line that reduces the 
distance between you and your prospects... 
STEEL PROCESSING! 


Use it regularly! 


Steel Processing 


Published by 


STEEL PUBLICATIONS, INCORPORATED 
4 Smithfield Street Pittsburgh, Pa. 
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You CAN add YS 
Gales 


TO ANY INDUSTRIAL PRODUCT 


CLEVER PACKAGING Promotes SALES 














The mechanic or engineer is a con- 
sumer too. YOUR product gets 
preference when it’s packaged for 
eye appeal as well as utility. Pack- 
ages, wraps and containers de- 
signed by Oberly & Newell— 
display, te// and sell. 


PLANNED CATALOG Increases SALES 


The buyer and the purchasing 
agent reaches for the catalog that 
is easy to read, shows the product 
and simplifies the specifications. 
Oberly & Newell plans, produces 
and prints—one responsibility— 
controlled costs. 


PROPER DISPLAY Cinches SALES 


Li VIER Cosa eae’ qyers 


Competition hasn't a chance when 
you merchandise with a display 
that points up the advantages and 
features of your product. Our de- 
signers will create display material 
to spark up sales in distributors’ 


sales rooms or other sales outlets. 


TO GET THE SALES VOLUME—GET THE FACTS 








OBERLY & NEWELL LITHOGRAPH CORP. 
545 PEARL STREET, NEW YORK 6, N. Y. 


WE WANT TO ADD SALES APPEAL TO OUR PRODUCT! 


MR. 
COMPANY 
ADDRESS 


PRINCIPAL PRODUC1 


Obey 


¢ Newel 


LITHOGRAPH CORPORATION 


@) News 
Publish new industrial 


directory of New York 


. The 1952-53 “Great- 
er New York Industrial Directory,” 
a 700-page book selling at $40 a 
copy to advance subscribers, will be 
brought out this fall, according to its 
publisher, Greater New York In- 
dustrial Directory, New York. 

The book is divided into two sec- 
tions: an alphabetical listing of in- 
dustrial companies with pertinent 


@ NEW YORK . 


information, and a classified buyers’ 
guide listing products originating in 
the New York area and their pro- 
ducers. 


Advertiser changes. . 


James Hernandez . . has been 


Ralph F. Hansen . . former a 
manager in ct 


Paul D. Oesterle . . ha 


Goodyear Tire & Rubber Co. . . Akror 


t 


Keith P. Rindfleisch . . former 


Robert R. Anderson . . formerly wit 





what caused a 10‘~ boost 
in food-industry efficiency 


in 3 years? 





b 
f 


why are there 37% fewer food 





manufacturers now than in 1947? 


4 
r 





more important... 





why are these facts 
good news 


for the industrial advertiser? 


aol 
’ 








IF YOU ARE LOOKING for new industrial markets, 
the answers to these questions are vitally important to 
you. They’re found in Markets in Food Plants— Today 
and Tomorrow, just published by Foop ENGINEERING. 


This new 28-page booklet graphically describes your 
opportunities in the food industry market, explains 
why food plants constitute one of American industry’s 
steadiest, most lucrative markets. It describes the food 
industry’s planned capital expenditures pattern for 





























the next three years, charts the industry's inevitable 
growth curve for the next 25 years. 


YOU'LL ALSO FIND OUT why Foop ENcINEERING’s 
large food-plant circulation continues to grow; why 
Foop ENGINEERING consistently leads industry-wide 
readership polls; why Foop ENCINEERING carries more 
advertising than any competitor reaching the entire 
food engineering market; ... and why Foop ENCINEER- 
ING’s advertising volume is up, up, up in 1952. 


FOR YOUR FREE COPY, FILL IN AND MAIL COUPON 


Please send me my free copy of “Markets in Food Plants... Today and 


Tomorrow.” 


NAME 





FIRM 











A McGRAW-HILL PUBLICATION — STREET 
330 WEST 42ND STREET, NEW YORK 36, NW. Y. 


STATE — 





© FO tA NT OTB GON AES IPM 
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HOLY SMOKE | 


Michel-Cather, Inc. . . N 


William L. Bartlett . . 


Harris & Bond 
na 


Louis L. Lazarus . . 











In one short year America’s 24 mil- 
lion cows produce enough milk to 

H. F. Donagher . . 
form a river 3 feet deep and 40 feet } , 


wide, extending from Sen Francisco 


to New York . . . Some 120 Billion 


pounds of milk. Arthur E. Smith . . 
Agency changes. . ; ee oe 


THE MARKET— : 
Gale Benn Associates 


Peterson & Kempner. . N 


Frank C. Nahser, Inc 
WHO READS MILK PLANT MONTHLY... 


nN 
Michener & Holland. . 


Clark & Rickard 
E. A. Bonfield . 
NO WASTED CIRCULATION— 
Brennan Advertising . . 


Dozier, Eastman & Co. 


Fuller & Smith & Ross . 
Michener Co... 


Armstrong Advertising 
A.B.C. Audited Since 1929 


Milk Plant Monthly Se: 


Joseph A. Barnes 
327 South LaSalle Street : eee 
Chicago 4, Illinois 


Hugh H. Goodhart.. 
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GUNNISON HOMES: NEW 


‘ 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL AST) ENGINEERS 


| 








These New Gains By 
The Tool Engineer 
When Planning Your 
‘53 Schedule 


¢ YEAR ENDING JUNE 30th 








MORE BUYERS REACHED ... 


ABC statements for the period ending June 30 show 
a new circulation peak of 20,911. That's an increase 
of 1,492 in circulation over the previous six-month 
period. It brings THE TOOL ENGINEER'S gain up to 
3.748 in 3 years—a 22% increase from 17,163 in 


June, 1949, 


Vote: 82.6% of the readers have requested that the 
magazine be sent to their homes. 








MORE ADVERTISERS USE IT... 


In the past year the number of advertisers using THE 
TOOL ENGINEER has climbed from 258 to 379—an 


NUMBER OF increase of 68%. In 3 years the rise is 58%. This in- 


creased recognition of the importance of THE TOOL 

ADVERTISERS ENGINEER is one reason more metalworking manu- 
facturers are putting their selling messages in’ the 
magazine that’s read by tool engineers. 








ons MORE PAGES OF ADVERTISING USED .. . 
In the 12 months ending June 30, 1952. the total 

NUMBER OF . number of advertising pages climbed from 951 to 
: 1.549—an increase of 61%. This increase is due to 

an increase in number of advertisers, and to increased 

ADVERTISING use of space in THE TOOL ENGINEER by previous 
advertisers. This is a further indication of the grow- 

PAGES ing importance of reaching tool engineers with THE 


TOOL ENGINEER. 


More advertisers are spending more i | | 
money to reach more tool engineers. arer 
Let THE TOOL ENGINEER do a real 


7 
selling job for you in 1953. mae rot oe we 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL ENGINEERS 
ASTE BUILDING, 10700 PURITAN AVENUE 
DETROIT 21, MICHIGAN 





Cover photo August issue ye ohn J. O'Brien, president of Gunnison Homes, Inc., applies the techniques of 
metalworking manufacturing and the principles of aircraft design to prefabricated home construction. Result: 40 houses per day 





(a) NEws 
Repids, Mich nd v serve as execu 


editor of 


odworkers Reporter 


National Busi Publicati « « Wash 


n, has added six new member-put 





ions, bringing its total membership 

13€ New members include ‘Industrial 
Marketing” and “Advertising Age,” Chi 
cag Printer’s Ink,” New York; ‘Roads 
& Streets’’ and “Water & Sewage Works 

y j and Woodworkers Reporter 
xrand Rapids he first three are ABC 
the latter three ar ‘A papers 

Douglas A. Andrews . . former advertising 
manager, ‘Flying Magazine,"’ has been 


appointed the executiv 


Manufacturing Confectioner . . has mov 
its publishing office from the imme 


vhicago area t 


C. M. Burnam, Jr. . . editor of ‘Heating 
Piping & Air Conditioning 


vhicag has been pr 


Keeney Put 
f the company. 


Edwin F. Hoffman. Jr... has been named 
t icceed A. C. Hopkins as eastern ad 


J manager Traffic World,” Chi 


Richard T. Roney . . former eastern 


manager, has been named assistant 


Warner Lumbard . . former vice-president 
business manager, ‘Marine Engineer- 
Simmons-Board 


New York, has been 


b 
George K. Konz 


Mervyn G. Christie . . former assistant to 
the president, has been appointed general 
manager, National Business Publications 


irden Que 
7araenvaie, ue 


Robert W. Martin, Jr... { 


sales m has been named 


4 IN THE . 
BUSINESS PAPER WORLD 


WHATS 


HAPPENED 


PETROLEUM 
PUBLICATIONS 


IN A SINGLE YEAR 


Never Before in Business 
Paper History a Record 
Like This 


In terms of experience, The OII 
DAILY will be five years old on its 
first birthday. By that time we will 
have published nearly 200,000 column 
inches of news and advertising—the 
equivalent of 60 monthly magazines 
each containing more than 100 pages. 


° ° 
Circulation. Nothing like ic 
has ever happened before. In less 
than a year nearly 8000 subscribers 
at $25 per annum and up to $65 for 
air delivery (the highest starting sub- 
scription rate in all newspaper pub- 
lishing history). More subscription 
revenue than the next two petroleum 
papers combined. Why? Because oil 
executives have found The OII 
DAILY the answer to an urgent need 
—the one and only means of keeping 
up with the day-by-day developments 
of their world, the world of oil. 


Impact. Not just another oil 
paper, but a new and unique advertis- 
ing force offering everything discern- 
ing advertisers look for—positive 
visibility and assured readership plus 
the greatest available coverage of men 
whose word carries the weight of 
final authority in the selection of 
products and services. 


. . 

Advertising. In less than a 
year 193 advertisers, including the 
biggest and most progressive firms 
in oil, oil equipment, supplies and 
service—firms who buy on the basis 
of results. If you sell to the petrole- 
um industry, you will be doing your- 
self a disservice if you don't get the 
full facts on the most dynamic medium 
in the petroleum field. 


@ Back of every purchase in the oil 
and gas industry is the approval of 
an executive. To sell executives and 
keep them sold, use the paper that is 
read by the greatest concentration of 
petroleum executives ever gathered 


THE OIL DAILY 


The National Newspaper of Petroleum 
in a single subscription list. 616 S$. Michigan Ave., Chicago 5 


Turn Your Advertising into 
NEWS ...in The OIL DAILY 
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intendents and department heads will 


their problems informally 





jatalog services 


to help you make it easier for your 
prospects to buy your products 


you can order these services separately, or 
in any combination, as your needs require 


i e S i , i plan, organization, dummies 


prod UCTION seer pting binding 


oo 


di | S t rl b ll tl 0 fl individually by mail, or pre-filed 


— 


Sweet’s serves manufacturers whose products are specified or bought by the 
separate groups of individuals that comprise these five markets: 


product plant eneral industrial light 
engineering engineering uilding construction sauatvaction 


Sweet’s can give you expert help in getting 
the most out of your catalogs. You will get 
the benefits of our long experience in the 
development of new catalog techniques 





designers, prodyfers 
and distribut 


ane s Catalog 
market-speciogi 
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ss i \ 
here is how Sweet's can work for you 


based on first-hand knowledge of the buying 
practices and information needs of buyers in 
each of these five markets. 


Year after year Sweet’s handles more cata- 
logs than any other organization—currently, 
over forty million copies for 1,353 manufac- 
turers. 


Whether your problem is one of catalog con- 
tent and format, or of good printing at rea- 
sonable cost, or of catalog distribution to 
coyer your market effectively, or simply to 
get relief from a vast amount of time-con- 
suming work—you will find the help you 
need in the Sweet’s organization. 


The Sweet’s District Manager in your ter- 
ritory will detail these services in terms of 
your particular requirements. Call him in 
for a discussion of your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—C Leveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 


St. Louis 1—-721 Olive Street—CHestnut 7388 


Service 


You can order these catalog design, 
production or distribution services 
separately, or in any combination, 
as your needs require. 


catalog design Sweer's design de- 
partment is staffed by experienced consultants, 
technical copywriters, artists and draftsmen. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 
plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy —outline of content and format. 
finished dummy—complete content and for- 
mat specifications, ready for production. 


catalog production— Because of 
the great ber of facturers’ catalog 
handled, Sweet’s can offer the economies of 
quantity production with no sacrifice of quality. 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, electrotypes, printing and binding. 





catalog distribution—sweers 
services are available for either of two types of 
catalog distribution—individual, or pre-filed—to 
selected organizations and individuals repre- 
senting the bulk of the buying power in the 
manufacturing or construction fields. 
individual distribution—by purchase of lists 
compiled by Sweet's, or by using Sweet's mail- 
ing facilities. 

pre-filed distribution—in bound, indexed 





collections (files) of facturers’ ¢ ; 
This method has the advantage of keeping cat- 
clogs instantly accessible at all times in pros- 
pective buyers’ offices. 


Free. This booklet, 


‘‘Market-Specialized 


Catalog Services,” 


describes how Sweet's 
services help manufac- 


turers improve the 
effectiveness of 
their catalogs. 
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Do you want to reach 


ELECTRICAL 
CONTRACTORS? 


ELECTRICAL WEST reaches 
over 900% of the electrical con- 
tractors employing more than 
} people in the 11 Western 
States more than 1,000 elec- 


trical contractor subscribers 


the present time! ELECTRI 
CAL WEST provides Western 
contractors with 132 pages of 
editorial material each year. 


These are pages specifically 


nterest to contractors, in ad 
dition to new product descrip 


tions, new literature revie 


and general industry news 
That is why leading electrical 
ontractors in the West con 
sistently rank ELECTRICAL 
WEST with the leading national 


onstruction magazine in read 


‘ ship studies 


. . .then you also want 


ELECTRICAL 
WHOLESALERS! 


Most items used by electrical 
contractors are purchased 
through local electrical whole 
salers If you're selling elec 

cal equipment and supplies 
to contractors, you want your 
sales and advertising efforts to 
work on wholesalers, too. ELEC 


PRICAL WEST has. one 


more subscribers in more than 
200 of the 220 electrical whole 
sale outlets in the 11 Western 
States and Hawaii. These sub 


"yy 


seribers get at least 72 pages : 
year devoted to their spec ial 
merchandising interests They 
too, rank ELECTRICAL WEST 


right beside their own national 


publication 


hi? of the nation’s electrical 
contractors are located in the 
11 Western States The be 
" wav to reach this réhp and the 
200 wholesale houses that sir 


ly them is in the advert 


pages of ELECTRIC AT. WEST 


Representatives 


Walter Klein . 
330 W. 42nd St. 


Michael O'Connell. . Chicago 11 


520 N. Michigan Ave. 


Frank Seiler . 
1510 Hanna Bidg. 


Carl Dysinger . 
1111 Wilshire Bivd. 


Dick Alcorn . 
68 Post St. 


ELECTRICAL WEST 
ABC A McGrow-Hill Publication ABP 


. New York 36 


. Cleveland 15 


. los Angeles 17 


. San Francisco 4 





trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Synthetic fibers, plastics set 
fast pace for chemical field 


® RECENT sTuDIES by the Stanford 
Research Institute, Stanford, Cal., 
put chemicals in top place among 
the important “growth industries” 
of today’s economy 

During the past 25 years the 
chemical industry has had an aver- 
age growth of 9% 
for all other indus- 


per year, com- 
pared with 3° 
tries Its sales, which in 1950 
reached $7.2 billion, should hit $25 
billion by 1975, and may reach $65 
billion by the year 2000. 

Writing in the 50th anniversary 
issue of Chemical Engineering, Dr 
Raymond H. Ewell, manager of 
SRI’s Chemical Economics Service, 
predicts that chemicals should sur- 
pass the textile and apparel indus- 
tries in 25 years and in 50 years 
should overtake all other groups, 
except food and beverages. Scien- 
tific research and technological de- 
velopment are, of course, the main 
basis for present and future growth 

To keep in step with this bur- 
geoning program of growth, mod- 
ernization and expansion, the chem- 
ical process industries spent more 
than $4.5 billion in 1951 for new 
plants and equipment. This is ex- 
clusive of $1.5 billion that went into 
the atomic energy program, largely 
for chemical engineering operations 

This year the total, again exclu- 
sive of AEC projects, 1s estimated 
to reach $5.6 billion. Some tapering 
off in this program is to be expected 
in the years ahead, but the capital 
goods studies made by the McGraw- 
Hill Department of Economics, in 
cooperation with the U. S. Securities 
& Exchange Commission and the 
U. S. Department of Commerce, 
show that the chemical process in- 


dustries may be expected to spend 
16.6°, of the 1953 total allotted for 
the capital goods of all manufactur- 
ing industries, 48.5°, in 1954, and 
49.1% in 1955. Thus is again re- 
flected the more rapid growth of 
chemicals as compared with older 
industries. 

Production of chemicals, as meas- 
ured by Chemical Week’s Output 
Index, may well gain 75° between 
1951 and 1961, while the whole 
chemical process group increases by 
30°,. During this same decade, to- 
tal industrial production is expected 
to gain only 18° 

Dr. Ewell is also authority for the 
prediction that synthetic plastics will 
ultimately become the largest single 
subdivision of the chemical indus- 
try. In fact, it may become nearly 
half of the entire chemical indus- 
try Plastics production reached 
850,000 tons in 1950 and there is 
room for much greater growth since 
plastics are steadily replacing a wide 
variety of competitive materials that 
in 1950 totaled 170,000,000 tons 

Despite their great expansion at 
the present time, synthetic fibers 
will ultimately fall to second place 
according to the economist’s predic- 
tion. Although their output will 
undoubtedly exceed that of the nat- 
ural fibers during the next 20 to 25 
years, their ultimate market does 
not loom as large as the ultimate 
market for synthetic plastics SID- 
NEY D. KIRKPATRICK, editorial direc- 
tor, Chemical Engineering. and 
Chemical Week, New York 


More Synthetic Fibers . . Produc- 
tion and use of synthetic fibers 
within the next ten years hold in- 





No one’s trying to claim that MODERN 
MACHINE SHOP is a ‘‘tool of production.”’ 
But wherever you find production executives, there 
you'll find MODERN MACHINE SHOP. You 
may find it in the plant manager's jacket pocket, 
set aside for a few quiet moments at home... on 
the master mechanic’s desk, where he dropped it 
after checking an article on coolant use...in a 
process engineer's hand, as he shows the purchasing 
agent an ad for chrome plated taps . . . or, as shown 
here, on the general foreman’s shop desk, where he 


left it to answer a hurry-up trouble call. 


These men and many others, whose titles depend 
more on the plant where they work than the work 
they do...have one function in common. They 
purchase, specify, recommend or influence the buy- 


ing of equipment and supplies for their plants. 


They read MODERN MACHINE SHOP for 
authentic, practical reporting of modern produc- 


tion methods, equipment and processes. 


When you use MODERN MACHINE SHOP 
you address a sales message to its 40,000 circulation 

.. More important buying factors than any other 
publication in the metalworking field. As a matter 
of fact, MODERN MACHINE SHOP'S “plant 
circulation,’ 28,000 individual plants receiving one 
or more copies, is larger than the total circulation of 


many “leading” metalworking publications. 


Put your money where your market is...in 
MODERN MACHINE SHOP. Get maximum 
readership, maximum results in the magazine pro 


duction executives prefer. 


MODERN MACHINE SHOP 


431 MAIN STREET, CINCINNATI 2, OHIO 
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50,000 more 
ENGINEERS to 
broaden your market. 


One of the scarcest of scarcities is the engineer. 


50,000 more engineers are now needed according to the Engineering Man- 
power Commission of the Engineers’ Joint Council. 


Engineers are needed because the crux of industrial growth is ever increasing 
man-hour production. 


Reason: engineers plus machines enable workers to turn out more product. 
(Since 1910 the ratio of engineers to workers increased from 1 engineer 
aiding 180 workers to 1 engineer aiding 60 workers.) And who is going to 
design and build or buy and supervise the machines and equipment if not 
the Mechanical Engineer? 


This puts the Mechanical Engineer at the controls of industrial progress . . . 
where his specifications dictate purchases. 


Fortunately you can blanket 35,000 leading Mechanical Engineers in a single 
publication ... Mechanical Engineering. 


ME, the ASME monthly magazine, serves the largest audience of engineers 
in the mechanical industries. In industry after industry ME reaches more 
engineers than any other publication. 


To keep your detailed product story constantly 
before the Mechanical Engineers most directly 
concerned with selection, specification and purch- 
ase, schedule also: 


ASME MECHANICAL CATALOG and Directory. 


The next annual issue closes June 23, 1953. 


ME 
CHANICAL ENGINEERIN 


és A publication of 


THE AMERICAN SOCIETY 
OF MECHANICAL ENGINEERS 
29 West 39th Street, New York 18, N. Y. 





teresting possibilities for anyone in- 
terested in the marketing of prod- 
ucts to the producers of these fibers. 

While the present rate of growth 
in the chemical processing field in- 
dicates an over-all doubling within 
the next ten years, the synthetic 
fiber industry will grow at a more 
rapid rate than any other segment 
of the industry. 

Present large producers and re- 
spective products include Carbide 
& Carbon Chemicals Co. with its 
product Dynel, du Pont with Orlon 
and Dacron, Chemstrand with Acri- 
lan, and American Cyanamid with 
its new fiber X-51. 

The future of synthetics seems to 
lie in complementing natural fibers 
rather than replacing them. While 
there is some variation in the esti- 
mates of present production rates 
of synthetic fibers, the present rate 
is somewhat under 300,000,000 
pounds per year. It is estimated 
that in 1960, this rate will be more 
than a billion pounds a year. 

All of these increases in produc- 
tion rates mean increased require- 
ments for raw materials to produce 
these fibers. Thus, increases in 
processing facilities will be needed 
to produce these raw materials and 
what's more, the required process- 
ing facilities to produce the fiber. 

Recognition of the potentialities 
existing in the over-all chemical 
processing field will present real 
opportunities to the manufacturer 
having a product to supply to this 
field. Processing equipment, raw 
materials, material handling devices, 
corrosion-resistant equipment, 
pumps, valves, piping, and many 
other products are those items which 
will be needed in this rapidly ex- 
panding basic industry . . JOHN C. 
VAALER, editor, Chemical Processing, 


Chicago. 


Research Takes Time . . Research 
is the life-blood of the chemical in- 
dustry. New products continue to 
flow from our research labora- 
tories in ever-increasing numbers, 
to the point where the public has 
come to suspect that there is some- 
thing magical in the development of 
a new fiber, a new insecticide, a new 
rubber, a new plastic, or a new coat- 
ing. 

Revolutionary new chemical prod- 
ucts are not created by the wave of 

ntinued on page 174 





IN THE GIANT OIL REFINING INDUSTRY 


...the best editorial job 
will help your advertising 


do the best selling job. 


Here’s why PETROLEUM REFINER does the best editorial 
job in the billion-dollar-a-year oil refining industry: 


1. PETROLEUM REFINER was first to devote a publication 
entirely to the refining industry . . . providing a specialized 
editorial service that has grown in scope and stature with the 
industry for 31 years. 


2. World’s largest oil industry publishers have adequate ex 
perience, know-how and financial stability to assure a thorough- 
ly capable and informed editorial staff. 


3. PETROLEUM REFINER'S long established top position in 
the industry gives it first call on articles written by refining 
authorities. 


4. PETROLEUM REFINER regularly carries more engineering 
operating editorial material per issue on refining, natural gaso- 
line and petrochemical than any other oil publication. 


pETROLE 


REF! 


Here’s what PETROLEUM REFINER’S editorial per- 
formance means to you: 


* More men in the refining industry pay to read PETROLEUM 
REFINER today than ever before has been true of any oil 
paper. 

PETROLEUM REFINER has paid subscriptions among key 
men in companies accounting for better than 98% of all 
refining, natural gasoline and petrochemical operations. 
Surveys show that over 30% of PETROLEUM REFINER’S 
10,000 subscribers read it exclusively — cannot be reached 
through any other oil paper. 

Editorial performance gets readership that makes PETRO- 
LEUM REFINER a very good advertising investment in this 
billion-dollar-a-year market. Consider this magazine care- 
fully for your 1953 schedules. 


SEND NOW FOR 


Your personal copy of the informative PETROLEUM REFINER 
Market Data Book. 


Authentic market and sales data on where, how and who to 
sell in the billion dollar refining industry. 


Write today for PETROLEUM REFINER Market Data — 1953. 
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A SPECIALIZED PETROLEUM PUBLICATION OF 





GULF PUBLISHING COMPANY 


P. O. Box 2608 °@ 


Houston, Texas 


World's Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, 


CHICAGO, CLEVELAND, 


TULSA, LOS ANGELES 


September 1952/39 








Materials & Methods is the one magazine which 
selects as its audience only those men who 
specify materials, parts, finishes and 
materials-processing equipment. _ 
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In the hard-goods manufacturing industries, the 
selection of materials and materials-processing 


equipment is made by men within Five Tech- 


nical Title-Groups: 


Engineers 

Designers 

Production Men 

Metallurgical & Chemical Men 
Technical Executives 


The selection of materials and materials-process- 
ing equipment is a function of some of the men in 
all five title-groups. But, not all the men in any 
one title-group perform this important function. 


Only MATERIALS & METHODS, devoted ex- 
clusively to the materials problems of product 
design and manufacture, selects as its audience 
those men in each of the five title-groups who are 
responsible for the selection of materials and 
materials-processing equipment. 


THE MAGAZINE OF MATERIALS ENGINEERING 


Devoted to the Materials Problems of Product Design and Manufacture 
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Business paper volume may hit 


third annual record in 1952 


By Angelo R. Venezian Assistant | 


Once again, Angelo Venezian's scholarly, 
annual economic appraisal of advertising 
in business publications appears in In- 
dustrial Marketing. Based on trends of 
the business press from 1933 to 1952, Mr. 
Venezian’s article makes some important 
forecasts for 1953. 


The forecasts and data will have strong 
interest for industrial advertising man- 
agers, agency executives and top manage- 
ments who are now setting up and ap- 
praising 1953 budcet Subjects covered, 
with charts for more detailed analysis, in- 
clude a 20-year trend of business publica- 





tion advertising, where the industrial ad- 
vertising dollar goes (media gets 46°), 
ratio of business publication advertising to 
national income, gross national product, 
plant and equipment expenditures. 





® ADVERTISING VOLUME in business 
publications in 1952 may reach a 
new high of $300,000,000 . . 14.5% 
over the $262,000,000 invested in 
1951. 

This 1952 


advance estimate is 


Industrial Marketing 


based on current monthly trends. 
The final figure of $262,000,000 in 
16.3% 
over the previous peak of $225,200,- 
000 in 1950. The 1952 total may be 
the third consecutive record 


1951 represents a gain of 


Page volume in 1952 should reach 
a total of some 928,000 pages of ad- 
vertising, a gain of 10% over the 
844,000 pages for 1951. The 1951 
figure represents a gain of about 
12.1% above the 1950 volume. 

Last year for the first time since 
1948, business publications showed 













































































Chart A... Trend of business publication advertising 
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an increase in both pages and dol- 


jars; this trend should continue 


through 1952 
lar volume is at a new high, page 


However, while dol- 


volume is and probably will remain 
somewhat below the peak year of 
968,000 pages established in 1945 
Nevertheless, like 1951, 1952 should 
show a simultaneous gain in both 


pages and dollar volume 


Down Trend Reversed . . The 
left hand side of Chart A shows the 
trend of expenditures in business 
publications over a 20-year period 

These expenditures cover space 
only; they do not include mechani- 
costs The chart 


growth of 


cal production 
shows the continuing 
business publications and their ac- 
ceptance by advertisers and agen- 
cies 

Over the two decades recorded, 
business publication advertising dol- 
lars have about nine 


Some $2.6 billion has been 


multiplied 
times 
invested by advertisers in business 
publications during that period. It 
is interesting to note that more than 
half of this 
made in the past six years 

The right hand side of Chart A 


shows a 13-year picture of the ad- 


investment has been 


vertising pages carried by business 
publications from 1940 through 1952 

As can be seen, there was con- 
siderable growth from 1940 to 1945 
when a peak of 968,000 pages was 
reached. Then a decline set in 
“reaching bottom” at 753,000 pages 
in 1950. But 1951 
to 844,000 pages, reversed the trend, 


with an increase 
and as previously mentioned, the 
number of advertising pages in 1952 
is expected to reach 928,000 


Study 1,760 Publications . . Esti- 
mates of business publication vol- 
ume are probably more accurate 
than estimates of the volume of any 
other advertising medium because 
the business publication medium 
uses the largest sample base avail- 
able. This study is based on actual 
figures of more than 1,000 publica- 
tions, plus samples from hundreds 
more, and refined estimates on the 
remaining publications in all, 
more than 1,760 publications cov- 
ered 

McGraw-Hill conducts a continu- 
ous space check study that meas- 


ures and classifies, under some 950 


product classifications, the advertis- 
ing in almost 200 heavy advertising 
volume publications. This continu- 
ous activity, therefore, provides an 
ever-ready opportunity for measur- 
ing the trend of business publica- 
tion advertising. This, plus the an- 
nual volume figures available from 
INDUSTRIAL MARKETING, expands oul 
sampling base. Further, hundreds 
of publishers have cooperated by 
supplying data on both advertising 
pages and gross billings 

from 


The information gathered 


these sources was combined and 


used as the basis for calculations 
which, when made on a broad and 
large sample, insure reasonable and 
reliable estimates. Coupled with 
the experience gained through six 
successive years of developing these 
figures each year adding to the 
refinement of the estimating pro- 


cedure . . this study of business pub- 


368 
(20.9%) 














lications provides one of the best 
yardsticks of media volume. 

The publications covered are con- 
tined to those published in the U.S. 
and are the type listed in the an- 
nual Market Data & Directory 
Number of INDUSTRIAL 
and the business publication section 
of Standard Rate & Data Service. 
The study does not include general 


MARKETING 


news magazines, business news pub- 
lications, catalogs, or directories. It 
does include some 1,760 professional, 
technical, trade, and industrial pub- 
lications directed to more than 160 
groups of 


vertical and functional 


subscribers. 


Paid, 66%; Free, 34% .. This 
group of 1,760 publications reported 
an annual distribution of more than 
26,000,000. Paid circulation publi- 
cations totaled 1,050 (66% of all 


publications covered) with more 


9,081,748 
(34.8%) 





8,074,256 
(31.0 %) 





6,363,124 
(244%) 





2,57 3,390 
(98%) 


Chart B . . Business publications by type of circulation 





Publications Grouped by Field 





Manufacturing 
Construction & Architecture 
Mining, Petroleum & Lumbering 
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Chart C .. Business publication advertising by groups, 1951 


than 17,000,000 subscribers. The 520 
free circulation publications ac- 
counted for about 9,000,000 circula- 
tion, or some 34% of the distribu- 
tion. 

About 11%, or 193 publications 
failed to disclose data on the type 
and quantity of their distribution 
or circulation. Chart B shows the 
number and distribution for each 
major type of publication. 

A check with last year shows a 
10° increase in the total amount 
of paid circulation. This compares 
with an increase of 2.5% in the total 
amount of free distribution reported 
between 1951 and 1952. 


Concentrated Pages .. An idea 
of the concentration of business 
publication volume can be obtained 
from a study of the tabulation of 
business paper volume in the Jan- 
uary issue of INDUSTRIAL MARKETING. 
IM reported on 264 industrial, prod- 
uct news, trade, class and export 
publications carrying 370,823 pages 
in 1951. This amounts to almost 
45° of the entire volume of adver- 
tising space in business publica- 
tions. Furthermore, it shows that 
the leading advertising volume pub- 
lications regularly report to IM. 
The above data also demonstrates 
that, as in most other industries, the 
larger organizations usually account 
for the major share of the indus- 
try’s activity. The business publi- 
cation field is no exception to the 
rule. . 15% of the publications carry 


about 45% of the advertising vol- 
ume. 

Additional evidence of the con- 
centration of business publication 
advertising can be gathered from a 
study of the business publication 
space placed by advertising agen- 
cies. INDUSTRIAL MARKETING’s exclu- 
sive tabulation in the April issue 
reported that, during 1951, 454 
agencies placed 415,897 pages or al- 
most 50°%* of all business publica- 
tion space. Out of an estimated 
2,500 or 3,000 agencies placing space 
in business publications, less than 
18%. of the agencies account for half 
of the volume. 


Concentrated Fields . . Within 
business publication advertising, 
there exists another form of con- 
centration. When the publications 
are classified and grouped by fields 
as they are in Chart C, the five 
groups that fall in the broad indus- 
trial classifications are responsible 
for 68% of the total advertising 
dollars in business publications. 
This is easily understandable be- 
cause of the nature of the fields so 
classified. 


46c per Dollar .. Al! of the “in- 

dustrial” advertising dollar is not 

invested in business publications. 
The 1951 National Industrial Ad- 

*Probably more than 50% 

realize that a certain amount of business 


publication space is still placed direct 


vertisers Association study on in- 
dustrial budgets reveals that 46% 
of the industrial advertising dollar 
goes to business publications. By 
determining the ratio between this 
46% and the $262 million dollar fig- 
ure for 1951 business publication 
volume, it was possible to approxi- 
mate the dollar expenditures al- 
lotted to other budget items. 

Chart D shows the NIAA budget 
study percentages and the approxi- 
mated dollar figures for the distri- 
bution of the industrial advertising 
dollar. On the basis of these fig- 
ures, the industrial advertising total 
for 1951 is estimated at about $566,- 
000,000. 

Next to 
product literature, with an estimated 
expenditure of $112,000,000, 
was second. Exhibits and shows 
was fourth with expenditures total- 
ing just over $31,000,000. 

The NIAA study includes budget 
media 


business publications, 


some 


percentages on 
such as magazines, radio and tele- 
These expenditures do not 


consumer 


vision. 
necessarily represent the advertis- 
ing of industrial products. Actually 
quite a number of the respondents 
to the budget study market con- 
sumer as well as industrial prod- 
ucts. Nevertheless, they are pre- 
dominately industrial advertisers. 


More of National Income . . In 
the past eight years, business pub- 
lications have been granted a great- 
er share of the national income than 
ever before. The ratio of business 
publication advertising to the na- 
high 


since 1945, indicates the continuation 


tional income, consistently 
of the growing acceptance of busi- 
ness publications by advertisers. 
Presuming that the ratio will re- 
main high, it is estimated that $300,- 
000,000 will be spent in business 
publications during 1952. This fig- 
ure is on the basis of the five-year 
ratio of business publication adver- 
tising to (1947- 
1951). Advance estimates for 1950 
and 1951 made in the same manner, 
turned out to be very close to actual 


national income 


totals. 

Chart E shows the relationship of 
national income and business publi- 
cations. During the period studied 
(1933-1952), the ratio has varied 
from a low of 61c for each $1,000 of 
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4.6% credited advertising alone for the purchase 


% said advertising created brand preference 


30.3% said ads 


28.9% said they | 





d their int 


h ads 





d about product th 


62.5% said they knew of product before sales call 


15.8% said advertising had no influence on them 


Testimony Plus Sales. . 


A survey and new markets prove 


ad effectiveness for Hough 


ADMEN AND salesmen are like the 
ists of a prizefighter. You can't 

; be sure which punches con- 
tribute most to winning the fight 
those from the left or those from 


right But if you tie one arm be- 


hind the fighter’s back and he still 


knocks his opponent out of the ring 


The Frank G. Hough Co., Liberty- 
ville, Ill, did something about as 
conclusive as that last year when it 
assigned advertising the major load 
in selling to a new market. The 
company's sales arm had no experi- 
ence in the particular field and could 
not be counted on to strike effective 
blows. Yet the company had to get 
into that market without delay o1 
else lose by default 

The result: a 75.1 


dollar volume over sales of the pre- 


increase 1n 


vious year in that field. Here was 


the situation Hough manufac- 


tures a line of rubber tired tractor- 
trade name 


shovels under the 
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Payloader Since the company 
was one of the pioneers in de- 
veloping the tractor-shovel indus- 
try, its market position in pre- 
vious years had been a dominating 
me in the construction field. This 
ymprised road and building con- 
tractors, mines, and public bodies 
primarily concerned with earth- 
moving. For about 20 of its 32 years 
operation, the company’s front 


end shovels for crawler tractors 
vere sold almost entirely by con- 
struction equipment distributors 

Then, 


nvention 


rather suddenly, with the 
and development of the 
Payloader line of rubber tired trac- 


+ 


or-shovels, a large market poten- 
tial was opened in the industrial 

‘Id as well. This consisted of all 
types of manufacturing and _ proc- 
essing plants concerned with bulk 
material handling 

The new market was particularly 
desirable because it offered a steady 


year-round sales curve which would 


Old Market .. |! 


offset the seasonally fluctuating 
curve experienced in the construc- 
tion field. However, the franchised 
distributors were experienced only 
in selling to the construction mar- 
ket. It looked like Hough was in 
danger of losing the new market 
through ineffective sales efforts 
The most serious problem was 
obtaining greater distributor under- 
standing of industrial possibilities 
Hough had planned to develop dis- 
tributor activity in this field grad- 
ually. But now the company was 
under pressure of time. In the two 
years previous to 1952, many com- 
petitive units had been marketed, 
thus seriously tightening the con- 
struction sales situation. Especially 
since some of the new competitors 
were established, nationally known 
companies which had just gone into 
the manufacture of tractor shovels, 
an immediately revised sales strat- 


egy was called for. 


Sales Objectives .. In the sum- 
mer of 1950, the company began 
plotting its course for the coming 
year. It recognized two clear-cut 
objectives. 

1. To develop sales in the indus- 
trial market, in spite of the adverse 
distribution setup arousing dis- 
tributor enthusiasm so that they 
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Here is the most comprehensive new prod 
uct story Industrial Marketing has pre- 
sented in recent years. It describes how 


du Pont markets a new synthetic fiber. 


Du Pont is a giant, in a field where even 
the midgets represent multimillion dollar 
investments. 
keting principles which all companies, re- 


Yet this story discloses mar- 


gardiess of size, can apply in some way 
to themselves. 


It is intriguing to learn, for example, that 
long before du Pont publicly announced 
Orlon acrylic fiber. many companies in 
the textile field knew about it and were 
begging to have the product. 


Another interesting point: du Pont's prod- 
uct was yarn which it sold directly to 
mills. But in order to launch Orlon yarn 
on the market, the company ran consumer 
ads, conducted retail surveys, sponsored 
television shows, designed fabrics. even 
invented a new dyeing machine. 


This article provides a rare and informa 
tive picture of du Pont's sales and promo 
tional methods, and the patient. thorough. 
systematic way in which a company of 
vast resources readies a new product for 
the market. 
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How du Pont assured a market 


for Orlon .. before making it 


by Mark Reinsberg 


@ REWARDS CREATE enterprise, but 
risks create caution. That is the 
lesson behind some $25,000,000 and 
ten years of time that E. I. du Pont 
Del., 
spent to develop and promote a new 


de Nemours, Wilmington, 
synthetic product for the textile in- 
dustry 

The product: Orlon acrylic fiber, 
showing unusual apparel and indus- 
trial aptitude, 
du Pont eight-figure sums. The 
risk: that du Pont might be misled 
by initial customer and consumer 


which could earn 


enthusiasm for the product, invest 
many millions of dollars in a full- 
scale Orlon plant, only to discover 
afterwards that its product had too 
small a market 
market at all 
In selling a synthetic fiber, there 
can be no half-steps. It must be 


or no permanent 


produced on a full scale, to be priced 


economically and _ competitively. 
There can be no transition by easy 
stages from experimental lots made 
in a corner of a building to mass 
production, in compliance with ris- 
ing demand. 

Any new product is a gamble, 
and initial enthusiasm among cus- 
tomers and ultimate consumers, is 
certainly desirable. But du Pont 
had special reasons for being cau- 
tious. Because of the tremendous 
success the company had enjoyed 
in promoting nylon, it was afraid 
that buyers would be _ overopti- 
would overestimate their 
needs thus unintentionally giv- 
ing du Pont a false picture of the 


mistic, 


product's market potential. 

There were other factors to be- 
Some users would merely 
want to fresh, 
glamorous label; afterwards, when 


ware of. 
capitalize on the 














ORLON pars 2-104 


W's truly something new under the sunt De Pont (8 Acie TEST 


“URLON™ acrylic fiber is the finest Gber yet for your line of 
outdout products Aad now's the tame to start planning on 
fateries of “ORLON” for awnings, umbrelias, outdour furnitare 
that will glow with color clean so easily... last for many, 
many seasons OKLUN sets completely new standards for 





First .. | 


Orlon had ceased to be a novelty, 
these would revert to other types 
of yarn. Some users might be plan- 
ning to use Orlon as a substitute 
for fibers which were in short sup- 
ply at the time (as was the case 
with rayon, for example, after the 
Korean war began). Still others 
would have uses for Orlon which 
were impractical, uneconomical in 
the long run, ephemeral. Early or- 
ders of these kinds would likewise 
distort the true picture. 

Thus, while du Pont possessed a 
wonderful marketing advantage in 
its name and reputation, and in the 
acknowledged performance of ny- 
lon, the advantage itself was a seri- 
ous pitfall. It had to uphold its 
reputation, live up to nylon . . not 
let itself be deceived by the quick, 
eager acceptance which might, after 
all, only be an echo of the acclaim 
won by nylon. 


The First Objective . . From the 
time of the earliest batch of the 
new fiber available for test purposes 
. then called simply “Fiber A” 
du Pont tried to learn what the new 


> 


ind industry were flooded with press 


reprints, booklets on how to sell 
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could do that existing fibers 
could not do. What special prop- 
erties did the fiber have? Where, 
realistically, could it hope to fit into 


fiber 


the textile industry? 

Many of these questions the com- 
pany was able to answer within its 
own four walls. At its Newport, Del., 
laboratory, du Pont 
complete textile operation, includ- 


possessed a 


ing spinning, looms, dyeing and all 
the other phases of the industry. 
But for the practical viewpoint and 
application, the company often had 
to go to its own customers, users 
of rayon and nylon 

It is recorded that one day in 
1942, shortly after the first patent 
application was filed on this acrylic 
fiber, a du Pont textile specialist 
carried a cone of the new synthetic 
yarn to a Philadelphia knitting con- 
cern. It made up some small sleeves 


for storage battery anodes which 


proved unusually resistant to sul- 
furic acid 

Here began an unusual form of 
product development which was to 


lay the foundation for future sales 


Research-Promotion . . When the 
new fiber was still in its experimen- 
tal stages, du Pont received the co- 
operation of numerous customers in 
testing its yarn and fabric proper- 
ties and applicability. The experi- 
mental production was distributed 
to mills which specialized in differ- 
ent segments of the textile industry 
in order to get as broad a picture 
as possible of the new fiber’s suit- 
ability 

For the most part, company policy 
called for the customer paying for 
these experimental lots. This did 
not actually cover the cost but it had 
the psychological effect of insuring 
that the limited quantities would not 
go unused 

Du Pont market 
knew enough about the properties 
of Orlon to assist the mills in their 
initial experiments. Du Pont calls 


research men 


these personnel “customer service” 
groups, priding itself on being one 
of the first to have established them 
in the textile industry Drawing 
upon du Pont’s research and plant 
groups, as well as the textile labora- 
tory, customer service represent- 
atives work with customers’ mills 
in developing techniques for han- 


dling fabrics, dyeing, finishing, etc 
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Du Pont timetable: launching new synthetic fiber takes years 





1940... 
1942 
1944 


1945-47 
1948 


1949 


1950 


Ultimately, the company shipped 
43,000 pounds of experimental yarn 
to customers for actual field work, 
reactions and comment. Some neg- 
atives were reported, but these were 
far outnumbered by the positives 
In seeking uses which utilized the 
strength and of Orlon 
when exposed to sunlight, atmos- 


durability 


pheric gases, mineral acids, heat and 
micro-organisms, the company dis- 
successful 


covered applications in 


a great variety of industrial and 
consumer products 
These 


clothing, marine cordage, auto tops, 
hydraulic and pneumatic 


included acid _ resistant 
awnings, 
filtration, tobacco nettings, window 


curtains, outdoor furniture and 
yacht sails. The dimensional sta- 
bility of fabrics made of Orlon acry- 
lic fiber, their hand and drape, rapid 
drying and high covering power 
pointed to further use of the product 
in bathing suits, rainwear, washable 
dresses and uniforms, linings and 
umbrellas. 

And the low moisture absorption 
of the fiber, its ability to be bonded 
with rubber and resins, and its ex- 
cellent electrical properties recom- 
mended it for electrical insulation, 
diaphragm fabric, laminates, win- 
dow shades and rubberized mate- 
rials 

Obviously, the customer service 
effort was in harmony with sales 


promotion. It could not help but 


1 du Pont research lat 


cial apy 
ssibdie delense uses 


of extensive 


1 press reiease aated 


1s filament Orlon) 


forward in the 
Inevit- 


push the product 
textile industry as a whole. 
ably, the new fiber was talked up 
in the trade. And of all forms of 
publicity, word-of-mouth is still the 
best. 

Progressive textile mills, always 
eager for something new, battled 
technical problems, trying to be the 
first to develop a lucrative new mar- 
ket based on the properties of the 
new fiber. The excitement of dis- 
covery built up to a crescendo. The 
textile industry 

nylon,” and 


whole scented 


“another customers 
swamped du Pont with inquiries, 
with staggering forecasts of their 
requirements, with pleas for more 
yarn . . even with offers to contract 
for the entire output 

Such had been the progress up to 
the early months of 1948. In the 
eight years, du Pont had_ spent 
$3,500,000 on development work, 
with nothing actually to show for it 
but some technology, some data, and 


some prospects. 


Commercialization . . At this 
point, du Pont market research men 
put aside their own optimism and 
turned a skeptical eye on each fore- 
cast. Knowing that the only mar- 
kets which would materialize and 
persist were those in which the in- 
herent merits of Orlon brought 
something better or more econom- 
ical to the ultimate consumer, they 


ttinued on page 132 





e>eComing in December 


(Ed DISTINCTIVE 
SHIP NUMBER 


Tie-in with this important Marine 


Industry event— first since 1947! 





At regular intervals the marine industry likes to re- 
view and have a permanent record of the important 
ships built in preceding years. It has long been the 
policy of Marine Engineering to provide such records 
in its periodic, exclusive Distinctive Ship Numbers. 
The eighteenth of the series will be published in De- 
cember and will feature such notable vessels as the 
independence, the super tanker Atlantic Seaman, 
the ore carrier Philip R. Clarke, the Great Lakes 
ferry Vacationland, the superliner United States and 
many others. 


Each ship description will include a list of equipment 
and products used. Manufacturers who have been 
accorded recognition on the distinctive snips will 
want to take advantage of this tie-in opportunity. 
In fact, everyone who seeks more marine business 
will see here a chance for better attention to his 
sales message through increased readership. 


We have prepared a special presentation giving a 
list of ships to be described along with the names of 
their sister ships or vessels of similar type. Send for 
this booklet which also gives pertinent facts about 
the Distinctive Ship Number, together with adver- 
tising rates. Address Marine Engineering, 30 Church 
St., New York 7. 


@. MARINE ENGINEERING 


qy a simmons-boardman publication 
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For Et as well as ei Selling, 


the CL TUDE TA CL 


THE MAKEUP OF THE MEATPACKING MARKET. . 


The Meatpacking Industry, by far the largest segment of the food field, produces over one-third of all 
food volume. It is one of the most stable elements in U.S. business: meat is the No. 1 item on 
practically every budget. Only one force livestock supply actually affects volume to any degree 
from year to year. 

3889 plants from coast to coast produce a total industry volume of over 21 billion pounds of meat and 
meat products per year, with a gross value of $12,500,000,000. Almost all plants are located in or near 
population centers, which permits concentrated selling to the Meatpacking Industry at minimum expense. 
Meat product classes include: Fresh and Cured Meat, Sausage, Specialties and Processed Products, Short- 
ening, Grease and Tallow and Animal Feeds, Glue and Gelatin, Oleomargarine, and By-products. 


One or more copies of THE NATIONAL PROVISIONER are paid for and read by personnel in the 
plants which produce 97% of the total industry volume. 


WHAT YOU CAN SELL THE MEATPACKING MARKET. . 


Slaughtering, handling, preparation, processing, manufacturing, packaging, warehousing and distribution 
of meat products require purchase by Meatpackers of millions of dollars’ worth of equipment, supplies, 
and services every year. Buying power per plant is, in general, exceptionally large, which makes it pos- 
sible to develop larger sales at sensible sales costs. The Meatpacking Industry is a sufficiently large mar 
ket in itself to support a highly profitable operation for sellers of such items as: 


INGREDIENTS HANDLING EQUIPMENT BUILDING MATERIALS 

PROCESSING EQUIPMENT PACKAGING and PACKAGING MAINTENANCE MATERIALS 

REFRIGERATION AND EQUIPMENT POWER EQUIPMENT 
ACCESSORIES 


and scores of other products and services 


COVERING THE MEATPACKING MARKET .. . 


THE NATIONAL PROVISIONER is paid for and read by 
the men who make the important buying decisions in the plants 
which do most of the business. The number of readers per 
plant usually is just about equivalent to the number of execu- 
tive and supervisory personnel at levels where buying can be 
influenced. Many readers are men who normally cannot be 
reached by salesmen, but whose “yes’’ or “no” may swing a 
sale to one or another supplier. 





FOR ALL-YEAR CONTACT AND AVAILABILITY AT THE 
MOMENT OF BUYING DECISION .. . 

ANNUAI The publishers guarantee that one or more copies of The AN- 
NUAL MEATPACKERS GUIDE will be placed in every Meat 


Ye N 
/ 
\ 
Y/ MeEar PACKERS \ packing, sausage manufacturing, rendering, and allied manufac- 


° turing and processing plant in the industry . . with a minimum 

f circulation of 6800 copies. Since repeated surveys have shown 

y, / } that an average of more than 3 executives per copy regularly use 

y) The GUIDE for obtaining important buying information, you 

— can count on having your product or service story at the fingertips 


of more than 20,000 men who buy, just when they have those 
important orders to place. 


EFFICIENT CATALOG DISTRIBUTION . . 


The GUIDE's complete saturation of the industry, the high re 
gard in which it is held, and its day-in, day-out use, makes it an 
unexcelled vehicle for efficiently and usefully distributing your 
catalog. Ask for detaiis, whether your catalog is two or twenty 
pages. (Regular display advertising space is available in Stand- 
ard Units) 

ONE OR MORE COPIES REACH EVERY MEATPACKING PLANT 
A REFERENCE AND DATA BOOK FOR PACKERS, | 

RENDERERS, SAUSAGE AND BY.PRODUCT MANUFACTURERS 


4 
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r 
A FEW ITEMS REGULARLY BOUGHT BY 
MEATPACKERS, WITH ESTIMATED AN- 
NUAL VOLUME 





2,724,342,000 feet 
60,120,000 Ibs. 
28,000,000 Ibs. 
77,800,000 units 
118,000 units 

units 

units 

bags 











This industry operates on a_ 1-week livestock-to- 
finished-product cycle, and on a small margin of 
profit percentagewise. Delay in receiving information 
on general industry conditions, Washington develop- 
ments, new processing or packaging methods, and all 
other factors affecting their supply of livestock and 
production of meat products can cost a plant dearly. 
That is why THE NATIONAL PROVISIONER has 
always been a weekly publication; publication at 
longer intervals cannot effectively give full service 
to the industry. 


* 


YOU ARE URGED TO 
WRITE FOR SPECIFIC 
MARKET DATA ON 
YOUR PRODUCT OR 
SERVICE . . AND FOR 
MORE INFORMATION 
ABOUT THIS HUGE 
MARKET AND HOW 
TO PENETRATE IT. 


15 WEST HURON STREET 
18 E. 41st St... New York 17 


(minor 


Leading Publication in the Meat Packing and Alle ld in 


etree erm 





7 
We IRN: 


READERSHIP AND EDITORIAL AUTHORITY . . 


The correctness of THE PROVISIONER’s publishing 
principle is clearly proven by a remarkable Renewal 
Subscription record: almost 85% for more than 15 
years! In 1951, it reached the high figure of 85.69%. 
These 1-year subscriptions (no premium or multiple- 
year subscriptions are sold) guarantee clean, interested 
circulation, and readership, at all times. 


Why do important men in Meatpacking continue to buy 
— and read — the magazine year after year, issue after 
issue? Because THE NATIONAL PROVISIONER has 
been the respected “Voice of the Meatpacking Industry” 

for more than 60 years. Editors stay close to every in- 
dustry element by constant travel and interviews. Fea 
tures are staffwritten or specially prepared by acknowl- 
edged industry experts. Issues fully reporting major 
association and convention activities go to press almost 
immediately at the close of each event — an unduplicated 
and highly valued service to the industry. Continuous, 
heavy reader correspondence — tangible results for 
advertisers — prove the thorough and responsive reader- 
ship earned by editorial skill and editorial integrity 
through the years. 
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THE MAGAZINE THE MEAT INDUSTRY CHOOSES TO READ 


CHICAGO 10, ILLINOIS 
West Coast: McDonald-Thompson 
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For hams with consistently superior flavor! 








Company Queried City 


Product 





Chicago Screw Co. Bellwood, Il. 
Meyer-Ekstrom Co. Chicago 
Standard Pressed Steei Co. Jenkintown, Pa. 
Lempco Products Bedford, O 
Severance Tool Co. Saginaw, Mich. 
Sterling Products Co. Chicago 

Philip Loris Co. Cromwell, Conn. 
Mohawk Tool Co. Hazel Pk., Mich. 
Metro Tool & Gage Co. Chicago 
Fairfield Mig. Co. Lafayette 
Amgears, Inc. Chicago 
Automotive Gear Works = Laiayette, Ind 
Perfection Gear 

Illinois Gear & Machinery 
Milwaukee Gear Works 
M. E. Cunningham Pittsburgh 
George T. Schmidt & Co. Chicag 
Ramsey Corp. St. Louis 
Precision Machinery Milwaukee 
Fairfield Mig. Co. 
Automotive Gear Works 
Illinois Gear & Machinery 
Young Radiator Co. 
General Fireproofing Co. 
Mechanical Machinery 
Bendix Products South Bend, Ind. 
Ryerson & Haymes Jackson, Mich. 
American Forging & Socket Pontiac, Mich. 
Cleveland Forging Co. Cleveland 
Thompson Products Cleveland 
Lansing Drop Forge Co. 
Accurate Industrial Co. 


Harvey 
Chicago 


Milwaukee 


Lafayette, Ind 
Lafayette, Ind 
Chicag 
Racine, Wis. 
Chicago 
Rockford, Ii! 


Lansing, Mich 
Chicago 


Rockford Screw Co. 
Dorman Products 
Victor Products 
Milled Screw Co. 
Moson Screw Co. 
Meyer Ekstrom Co. 


Davis Tool & Equipment Co. 


Chicago Screw Co. 
Rockford Screw Co. 
Universal Screw Co. 


Rockford, III. 
Cincinnati 
Chicagc 
Chicago 

N. Chicago 
Chicago 
Chicago 
Bellwood, Ill. 
Rockford 
Chicago 





vhicagc 


Chicag 


Meyercord Co. 

Accurate Industrial Co. 

E. W. Bliss Co. 

John Hobbs Corp. 

Ferry Cap & Set Screw Co. 
A. C. Spark Div. 
Stewart-Warner Corp. 
Packard Electric Div. 
Metron Instrument Co. 
Illinois Gear Works 
Milwaukee Gear Works 
Famco Machine Co. 

W. E. Allen Mig. Co. 
Standard Pressed Steel Co. 
Weidemann Machine Co. 
Cleveland Hardware Co. 
Wilcox Mill & Cabinet Co. 
Sterling Products Co. 
Cleveland Hardware 
Weidemann Machine Co. 
Barber-Colman Co. 

Nels Seabranch Co. 
Illinois Tool Works 
Cleveland Hardware 
Thomas Laughlin Co. 
Walbridge Mig. Co. 
Ronningen Mig. Co. 

C. O. Jelliff Mig. Co. 
Schall Mig. Co. 

Browne & Sharpe Mig. Co. 

L B. M. Evanston, Ill. 
Chicago Pneumatic Tool Co. Milwaukee 
Periex Corp. Milwaukee 


Chicago 
Springfield, I] 


™ 


Libertyville, Il] 
Chicag 
Cleveland 
Philadelphia 
Rockford, Ill 
Elgin, I] 

Thicag 
Cleveland 
Chicago 
Mundelein 
Vicksburg, Mich. 
Southport, Conn. 
Chicago 
Providence, R. I. 


Capscrew 
Capscrew 
Capscrew 
Line reamers 
Taper reamers 
Taper reamers 
Spray gun 
Drills 

Taper plug gages 
Gears & shafts 
Gears & shatits 
Gears & shafts 
Gears & shafts 
Gears & shaits 
Gears & shafts 
Symbol stamps 
Symbol stamps 
Snap rings 
Gears & shafts 
Gears & shatts 
Gears & shafts 
Gears & shafts 
Radiators 

Desk 

Rod-shift lever 
Rod-shift lever 
Rod-shift lever 
Rod-shift lever 
Rod-shift lever 
Rod-shift lever 
Rod-shift lever 
Drawings 
Drawings 
Drain plug 
Gaskets 
Screws 

Bolts 

Studs 

Studs 

Studs 
Capscrews 
Capscrews 
Decals 
Capscrews 
Bolster plates 
Meters 
Drawings 

Oil Temp. switch 
Oil Temp. switch 
Lugs 

Speed drives 
Gears 


Gears 
Presses 


Capscrew 
Capscrew 
Press 

Tapered rod 
Plywood parts 
Sine bar 
Tapered rod 
Drawings 
Hobbing machine 
Technical data 
Broaches 
Handle 

Hoist hooks 
Seat support 
Screen 

Screen 

Tube sealers 
Bench center 
Typewriter 
Parts 

Solder coating 


3-21-52 
3-21-52 
3-21-52 
3-21-52 
3-21-52 
3-21-52 
3-26-52 
3-26-52 
3-26-52 
3-26-52 
3-26-52 
3-26-52 
3-27-52 
3-27-52 
3-27-52 
3-31-52 
3-31-52 
3-31-52 
3-31-52 
3-31-52 
3-31-52 
4-1-52 
1-52 
4-1-52 
4-1-52 
42-52 
4-2-52 
4-2-52 
4-4-52 
4-4-52 
4-4-52 


6-16-52 


Industrial 
advertisers 


lose sales via 


inquiry neglect 
.. IM study 


® IT HARDLY SEEMS like good busi- 
ness practice to invite inquiries in 
your business publication advertis- 
ing . . and then ignore the inquiries 
when you get them or delay reply. 

But that is what an astonishing 
number of industrial advertisers are 
doing, a study by INDUSTRIAL MAR- 
KETING shows. The chances are that 
these advertisers are booting away 
perfectly good potential customers 
by failing to process and evaluate 
their inquiries properly, by delaying 
a reply for weeks or by ignoring 
bona fide inquiries altogether. 

The IM study, a companion study 
to one reported last month (IM, Au- 
gust, p. 43), involved the coopera- 
tion of the vice-president in charge 
of purchasing of a_ construction 
equipment manufacturer well known 
in the construction industry. At 
IM’s request, the purchasing execu- 
tive had his department keep a tab- 
ulation of all inquiries sent to sup- 
pliers for a period of slightly more 
than three months. 

The tabulation showed to what 
company the inquiry was sent, the 
date it was sent, the date a reply 
was received (if any) and a nota- 
tion of whether the purchasing de- 
partment subsequently placed an 
order. Details, including the names 
of the companies and how fast (or 
slow) each handled the inquiry re- 
ceived, are shown in the actual tab- 
ulation, which is reproduced on this 
page. The inquiries were complete- 

wtiv } ilies” ae 
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An Important Point for All Manufacturers 
Aiming to Cultivate the Textile Industry 


TEXTILE WORLD keeps right on making 


NEW HIGHS IN CIRCULATION! 


Now 24,713 total net paid subscribers 


HIGHEST MARK IN TW'S HISTORY 


That average for the first six months of 1952 is another step in 
the steady growth of TW’s readership. It is an all-time highwfor‘@ny 
textile-industry magazine, anywhere. 


Among the various classes of subscribers, greatest growth was in 
ABC classes 1 and 2, mill men ranking from Overseer upward, the 
men with purchasing power whony advertisers must reach if their 
sales messages are to be effective, 


TEXTILE WORLD is:net only a steadily growing publication but 
it is growing in the right places to make it constantly a better buy for 
advertisers with products or services to sell to the textile industry — 
an industry which turns out nearly $14,000,000,000 in goods annually, 
which spends $7,700,000,000 annually on materials and supplies, and 
which makes annual capital investment in plant and equipment of 
around $700,000,000. 


FIRSTin circulation 
FIRSTin readership 


FIRSTin buying-power 
penetration 
FIRSTin acdvertising 


330 West 42nd Street, New York 36, N.Y. 


volume 
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Today’s more power 


Coal and water are the chief raw materials of power. In 1952, the electric 
utilities will use nearly 112 million tons of coal to generate electricity. Other 
industries will use more than 290 million tons for steam power and process- 
ing. That’s 5.4% more coal than in 1951 —and an all-time high in history. 


THE BIG O.K. 


In the booming power field, your biggest available audience is Power’s 45,000 
readers—men who direct and operate the flow of power to all industry — who 
wield a mighty big O.K. in the selection and purchase of equipment. 


Are they informed about your product? Do they know the performance facts 
about it? 








The Link-Belt Company was 
13 years old and had plants 
in Chicago, Indianapolis and 
Philadelphia when this ad ap- 
peared in Power in 1888. 


TODAY: Link-Belt has 16 man- 
ufacturing plants in the U.S., 
Canada and South America, 
employing over 10,000, and 
the 17th plant is a-building. 
Over 1,000 dealers, and 
sales offices in 52 cities help 
Link-Belt equipment find use- 
fulness wherever wheels turn 








in industry. 


Re a PE CUN SaRA ENNSS ; 
IPUI in mhVA on, Ea : Link-Belt products for industry 
A Add Ca do St have been displayed and ex- 
, é plained in the advertising 
pages of Power for more than 

69 years. 
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Management’grapples legalities, sales 


punch to find new product names 


The pitfalls of creating a name for a new product .. a name that will have sales appeal 
and yet can be protected as a trade-mark . . are growing as more new products hit the 
market. So Industrial Marketing asked top management executives the following ques- 


tions to find out what's being done about it: 


What general principles do you follow in creating a product name? 
Are there any types of names that you steer away from for legal or promotional reasons? 
What would you say are the characteristics of a good product name? 


Here are the answers from executives in a wide variety of industries. 





automatically ties them with wire 
Visionlined Tractors Tractors 
built so that the operator can fully 
W. C. MacFarlane see the work he is doing 
ve The Uni-Harvestor .. A machine 
that, by changing some accessories, 
can be used for harvesting small 
grain, picking corn, and baling hay 
The term “Uni” is a contraction for 
® IN PICKING a name for a new “Universal.” 
product that we are going to in- We try to avoid names for our 
troduce, we try to pick one that is products that are similar to the 
easy to remember fits the product names of products made by ou: 
and its possible end use, such as competitors 
The Harvestor A machine that Samples of rejected names and 
cuts, threshes, and separates the model designations: Model X. Some 
grain from the straw and chaff. algebra student might consider it 
thus completing the harvesting an unknown quantity or unknown 
operation in quality! 
The Huskor It picks and husks While we do have a model BF 
corn in one trip over the field tractor, we are sure we would not 
The Bale-O-Matic It picks up designate another model as_ the 
hay from windrows or swaths, com- “BO” tractor, for fear of giving the 


presses it into long oblong bales wrong impression 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


John E. McKeen 


® SELECTION of a trade-mark name 
for new Pfizer products is generally 
the responsibility of a trade-mark 
committee. Members of this com- 
mittee are from the top echelon of 
the research, production, sales, ad- 
vertising and legal departments. 
This committee selects about 10 
names from a list which may in- 
clude as many as 75 possibilities. 

The ten names so selected are 
then subjected to a legal search for 
possible infringements. Of the ten 
names screened, as many as five 
may remain. A final decision on 
the one to be selected is then de- 
pendent upon its descriptive ade- 
quacy, its attractiveness from a 
sale’s potential standpoint and _ its 
ability to be established throughout 
the world as a distinctive trade 
name. 

In the pharmaceutical industry, 
trade names are not necessarily 
descriptive but are often simple 
and lend themselves to the all im- 
portant criteria of becoming easily 
identified with the product and 
manufacturer. This is of vital im- 
portance because of the necessary 
costs involved in establishing a 
name in a brand conscious market. 





Several examples of trade-mark 
names established for new Pfizer 
products illustrate this. One is in 
the case of Terralac, Pfizer’s syn- 
thetic sow’s milk, effective because 
it contains the antibiotic terramycin, 
which has proved strikingly suc- 
cessful in stimulating the growth of 
This name is a natural, of 
course, from the fact that the prod- 


swine. 


uct is a synthetic milk containing 
terramycin. 

Another Combiotic 
for a combination of procaine peni- 
cillin, sodium penicillin and dihy- 


example is 


drostreptomycin. 

The establishment of a trade-mark 
name in the pharmaceutical and 
chemical industries is of vital im- 
portance and merits the attention of 
top management. 


Kenneth W. 
Lineberry 


resiaent 
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® BLACK, SIVALLS & BRYSON (known 
through the oil and gas producing 
world as BS&B), has just recently 
announced the selection of “Per- 
fection” as the trade name for its 
Primarily a fab- 
ricator of oil and gas processing 
equipment, BS&B has been manu- 
facturing propane tanks in volume 
only since 1947. With the appear- 
ance of a noticeable trend toward 


propane system. 


a buyer’s market, we began to look 
for new promotional methods early 
in the year. 

In order to get the suggestions of 
our customers and prospective 
customers . . we launched a “name 
the propane system” contest in mid- 
spring, open to all propane dealers 
or prospective dealers and their em- 
ployes. Names were to be judged 
on the basis of originality and adapt- 
ability to sales promotion and ad- 
vertising. 

After long and careful discussion, 
our panel of judges (made up of 
representatives of our advertising 
and sales departments and our ad- 
vertising agency) decided on Per- 
fection. In making this choice, they 
kept the following requirements in 
mind: 


5 


First, we wanted a name which 
could be easily promoted . . a name 
which would logically and euphoni- 
ously follow BS&B (BS&B Perfec- 
tion is pleasing to the ear). We 
were looking for a name with mean- 
ing . . preferably descriptive. It 
should reflect quality, performance 
and the dependability of the manu- 
facturer. A name easily remem- 
bered 
other trade names. 

We had in mind a name which 


one seldom confused with 


was new in its field, and yet was an 


a homey name. At 


everyday ’ 
no time did we seriously consider 
a clever name; our name had to 
fit in character, too. The appear- 
ance of the name, as painted on our 
tanks, was also a factor 

We feel that, in Perfection, we 
have an effective promotional name 
Backed by 
proper promotional effort all down 
the line, BS&B Perfection Propane 
Systems should be in a position to 
play a more important part in con- 
tributing to the total sales volume 


for our propane system. 


of our company. 


Robert A. Fergusson 


@ WE HAVE NOT created any trade 
name for any new products or re- 
named any old products in the past 
several years. Our trade-mark 
Rust-Oleum has been in effect 
covering all of the products we 
make since 1931 and we do not 
manufacture more than this one 
trade name product. 

It is our usual procedure to use 
the same trade name, but to add 
any items under it as the facts of 
survey indicate a potential oppor- 
tunity for business with the specific 
item. However, all are protective 
coatings and it is usually a new 
color or new group of colors added 
to a standard line which is incor- 
porated to take care of changing 
trends insofar as the use of color 
and protective coatings is concerned 

Our trade name is used to cover 
all of the products we manufacture 
have a 


and market because we 


reputation for quality and this same 
quality is actually carried down to 
any new items developed. 

We believe our trade name repre- 
sents a reasonably good description 
of our business and yet, it is suffi- 
ciently different to be directly a 
brand name and not to be confused 
with the important 
statements which must be made in 


basic selling 
order to properly present its advan- 
tages. It is reasonably short and 
somewhat descriptive and we would 
say is more or less in between a 
totally descriptive and non-descrip- 
tive definition 


= For more than 25 years, the 
Rockwell policy has been one of 
diversification. In the post war 
period we have acquired several 
companies. This automatically cre- 
ates the need for a consistent review 
of our trade-mark and trade name 
program. Our long range objective 
is to combine the outstanding trade 
names of these companies with the 
name Rockwell. In that way we 
retain the sales appeal of an estab- 
lished trade name, yet add to it the 
strength of identity with Rockwell 

About two years ago we created 
the trade name “Hypermatic” as a 
name for a revolutionary new lubri- 
cant developed in our research 
laboratories for use in Nordstrom 
valves. Our general rule in creating 
product names has been to try to 
describe the functions or features of 
that product. ‘“Hypermatic” is a 
self-energizing lubricant. To us this 
name, “Hypermatic,” conveys the 
“super sensitivity” usually asociated 
with “Hyper” and the automatic 
action of the self-energizing feature. 
In naming this product we compiled 
a list of over 100 possible names 
Most 


failed to indicate the nature of the 


were rejected because they 


product. 
Our legal department often steers 


us away from groups of trade 


names. For example, those starting 


with “Dyna” have become increas- 


122 
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mly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 


EDITORIAL LEADERSHIP PLUS SUPERIOR “QUALITY-READER" 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 
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Can create 


in “Quality-Reader’ RESPONSE 


FOOD PROCESSING outproduces all other food magazines 
in ‘‘quality-reader’’ response from key management men. 


This is logical, for 


Editorial Excellence is the prime prerequisite before 
leadership in readership can be achieved . . . 

.and exceptional ‘‘quality-reader’’ response is 
impossible unless superior readership has been 
achieved. 


This basic formula...and this alone... builds 
superior advertising values. 


No ‘‘finely spun theory’’ can substitute for such 
“proof of readership through performance."’ 


What is “best editorial”? Can you tell? 


If you judge magazines by their editorial 
content, you'll want to read these helpful 
“aids to advertisers’ ’— 


a. How to Buy Better EDITORIAL VALUES 
. a handbook of vital facts often 
‘“‘avoided"’ . . . digs deep into what 
top-flight industrial buyers actually 
DO read, and why. 


b. Audits of KNOWN Readership . . . not 
“readership study’ reports, but actual 
audits of KNOWN ACTION of readers. 





Ask for either, or both, by name. No charge. 
Write address below. 





RESPONSE EQUALS SUPERIOR ADVERTISING VALUES 


Creators of PUTMAN-STYLE Magazines 


COMPANY cet, val edt “handed” a 


culation; square, high-visibility format; quality 
. readership; hence more READER ACTION 
111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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.. and out after the buyer 


By William N. Beadle 


How long does it take for an engineering 
graduate to become a pump buyer? Not 
very long, Byron Jackson Co. executives 
discovered. This is what they did about it. 





® OBVIOUSLY, every industrial ad- 
man wants to “pre-sell.” But for 
us, pre-selling has a new meaning. 

For most advertisers pre-selling 
simply means building in the buyer 
some kind of acceptance for the 
product and the company before the 
salesman calls. We have tried a 
new kind of pre-selling building 
a preference for our product. and 
our company among a group of in- 
dividuals several years before they 
become buyers 

Are we advertising to a nebulous 
market? Are we off on a tangent, 
day-dreaming? 

We don't think so. The college 
graduate, stepping out with his 
sheepskin, will begin specifying 
equipment within several years 
seven times out of ten. This we 
have proved, in our own experience, 
with technical students coming to 
the factory for “student tours.” To- 
day they are in college . . callow 
youth knowing little, buying noth- 
ing . . tomorrow we hear from them 
in distant places, asking for pump 
information and mentioning their 
visits to our plant. 

We are tough salesmen, who have 
learned that the technical college 
student is one of the most valuable 
potential buyers that we can work 
to educate, serve . . and sell. It 
takes several years . . but actually, 
it’s a short-term investment 

We suspected this for years, but 
it struck home emphatically, almost 
by accident, when we celebrated 
our 80th anniversary. We converted 
a Chevrolet truck into a traveling 
exhibit of pumps a road show . . 
and routed it over the U. S. and 
Canada, for a three-year tour 

We were surprised immediately. 
The tour started with an unexpected 
bang in the “academic market.” 

The first “stand” was at a meet- 
ing of plant superintendents. As a 
preliminary, we sent the show over 
to Pasadena for a showing to ad- 
vanced engineering students at 
“Cal-Tech.” It appealed so strong- 
ly to students and faculty that they 
asked us to leave the exhibit there 
for a week, so more of their group 





“SHOULD | USE A NUMBER OF PUBLICATIONS 
2+ OR CONCENTRATE IN A FEW?” 


Case Study Shows: MORE SPACE IN FEWER, 


MORE CAREFULLY SELECTED, BUSINESS PUB- 


LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: 18 leading industrial 
advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively . . . and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
Each made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
Response — 42,878 (a return of 21.6%). 


100 


RESULTS: The figures in this compos- 
ite chart are based on averages of pub- 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. As a matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi- 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com- 


paratively few new contacts to those 
provided by the Ist and 2nd pub- 
lications. 

These results do point upand establish 
this general principle: On the average, 
the 1st and 2nd publications provide 
84 % coverage of the individuals reached 
by all five publications—at 46% of the 
total cost of the five publications. Be- 
yond this point, the law of diminishing 
returns—i.e.: the high cost of buying 
relatively little additional coverage 
takes over. 
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84+ 





COVERAGE —> 


7 
ot HOW ADVERTISING VALUES DIMINISH 


Based on the Cooperative Readership Study, 1951 


COVERAGE NOT PROVIDED BY 
ANY PREVIOUS PUBLICATION 


TOTAL UNDUPLICATED COVERAGE OF 
ALL FIVE PUBLICATIONS = 100% 


TOTAL COST OF ALL FIVE 
PUBLICATIONS = 100% 


DUPLICATION WITH ALL 
PRECEDING PUBLICATIONS 





1 





COST —> 
CONCLUSIONS High coverage—and 


maximum impact—can be obtained 
most economically by concentration, 
rather than scatteration, of advertising 
dollars. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


46 


67 86 100 


The material for this advertisement was secured from our Research Department's 
Laboratory of Advertising Performance, LAP #1121. A complete report of the study 
is in our booklet, ‘New Yardsticks of Media Value.”’ If you would like a copy of the 
booklet, or need other facts on subjects related to business paper advertising, ask your 


McGraw-Hill man. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


M-GRAW _> 
a 





These 120 sources will help you through in '52 


Unusual Ad.. 


Trac comers yy see ae 
oe fap you seh are ae move eats! 


Fan blade maker stirs sales 


for air-moving industry 


by Charles Downes 


® WHEN AN industrial company be- 
gins placing consumer ads, the ob- 
jective is usually to expand the 
market for the products of custom- 
ers. Yet sometimes the results lead 
industrial advertisers in a_ totally 
unexpected direction 

The Torrington Mfg. Co., Torring- 
ton, Conn., found this out when a 
booklet which it created to answer 
inquiries from a series of consumer 
ads virtually forced its advertising 
department into the publishing 
Before 
they were putting out a yearly book 


business they knew it, 
and filling many of its pages with 
paid, solicited advertising 

The original motive was simple 
The company wanted to do more 
business sell more air impellers 
to its customers. But the customers, 
makers of a wide range of equip- 
ent for cooling and heating air, were 
able to buy only as much as they 


themselves could sell to their own 
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customers the consumer market. 
Therefore, Torrington decided to 
aim some persuasion at the public, 
tell them “How to have comfort 
from moving air.” 

So it ran a group of ads in Better 
Homes & Gardens in 1949 which 
talked kitchen ventilators, 
attic fans, floor circulators, and sim- 
ilar types used in the home. These 
ads mentioned none of the hundreds 


about 


of brands that were available. They 
merely closed with a boost for the 
Torrington brand air impeller which 
could be found in a good many of 
them. “Naturally,” read the copy, 
“the most important part in any unit 

Tor- 
world- 
famous for quiet efficiency and long 
life. When you buy, look for the 
the Vairified Tag!” 
Inquiries poured in. At first a 


is the part that moves the air 


rington air impellers are 


quality mark 


form letter was prepared to answer 


the general run of questions. But 


Sompany makes fc 


magazine ad pulls inc 














sustomers get annual report on 

invitation to buy space. 
that letter drew additional inquiries 
for specific information, such as 
what would be the best kind of fan 
for this use or that, what were the 
specifications of so-and-so model, 
where could a special type of fan 
or heater or air conditioner be 
bought. So Torrington conceived 
the idea of an annual booklet con- 
taining all such information. And 
this was what led the company’s 
admen so far yet so profitably 

. afield. 

The company sent a form letter 
to its customers proposing the pub- 
lication and requesting information- 
al copy for the text. The letter also 
asked if the customers would buy 


ntinued on page 160 





ARE YOU SHOOTING 


AT THE BILLION 
ple} Ri.\ ge)lk 
, PRODUCING MARKET? — 


Seismograph crew shoots off 
explosive charge, creating 
earth tremor in ‘‘taking a 


HERE'S HOW TO HIT IT... picture” of carts gob 


To reach the largest group of known buyers and 
specifiers of oil field equipment, advertise in WORLD 
OIL ... the publication with the largest available 
paid subscriber coverage of men directly and exclusive- 
ly engaged in oil producing . . . over 15,000 ABC. 
Here’s why you can recommend the use of WORLD 
OIL with confidence: 

1. WORLD OIL does a superior editorial job to 
maintain its high readership. Heavy emphasis is put 
on engineering, operating and management material. 
2. WORLD OIL was first to sectionalize reading con- 
tent — an orderly presentation that results in greater 
cover-to-cover readership of editorial and advertising. 


THESE WORLD OIL READERS ARE BUYERS 


3. Over 7,000 of WORLD OIL subscribers read no 
other oil paper. 
4. WORLD OIL’S monthly frequency fits oil producing 
men’s reading habits. 
5. Proven, paid circulation. Member of both ABC 
and ABP. 
6. A schedule in 14 issues of WORLD OIL gives you 
complete, every-issue coverage. Give this careful con- 
sideration on your 1953 schedule. 

SEND NOW FOR 


your personal copy of the informative 
WORLD OIL Market Data Book. 


Authentic market and sales data on 


WORLD OIL is “Read Regularly” by most men-who-buy in the oil producing where, how and who to sell in the 


industry . . . by 93% of the men who buy or specify 98% of the equipment used 


billion dollar oil producing industry. 
Write today for WORLD OIL Market 
Data — 1953. 


in the oil producing business. Ask your Gulf 
Publishing Company representative to show 
you WHO these readers are. 





The ‘‘IDEA’’ Magazine of the Oil Producing Industry 








A SPECIALIZED PETROLEUM PUBLICATION OF 


GULF PUBLISHING COMPANY 


@ P. O. Box 2608 © Houston, Texas 
World's Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, CHICAGO, CLEVELAND, TULSA, LOS ANGELES 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Industry’s relations with 
Employes/Stockholders 
Distributors / Suppliers 
Neighbors 





Local 184 Elects New Leaders 


Union Newspaper? . 


What it takes to edit a company publication 


Today's industrial editor is no longer just 
a gatherer of social notes from the plant 

he’s a trained reporter in the field of 
labor and management relations. In the 
second of three articles on employe rela 
tions, the authors appraise the qualifica 
tions of the modern industrial editor, dis 
cuss what goes into an editorial staff, and 
how the editor should handle union news. 





® AN INDUSTRIAL editor, up to a few 
years ago, had few hopes either in 
the way of promotion or financial 
rewards. Today, his job is being 
cloaked in a little additional dignity 

And up to a few years ago, the 
job itself was a trifling and certain- 
ly an unsteady entry in the budget 
The editor, especially in the smaller 
and medium-sized companies, saw 
little chance of his publication 
amounting to anything 

Today he finds that he has ridden 
out the latest little recession or two, 


and senses that the boss isn't going 


to pull the chair out from under him 


without giving the matter some 


thought. Increasing union partici- 
pation plus an_ improved 
press makes management feel that 
this is a poor time to break a com- 
munications tie with employes, how- 
ever fragile management may feel 
the tie is 

As a result, better-trained people 

quite a few from the newspaper 
business are entering the field 
of industrial editing. The salary in- 
ducements are often better, the ten- 
sions don't seem to be so great al- 
though the challenges are certainly 
there, and the newspaperman feels 
he may have a bigger future in in- 
dustry. Whatever the reason, that 
is what is happening 

What 


makes a _ good _ industrial 
editor 
Twenty years ago an_ industrial 
editor needed to be principally a 
catch-basin for juicy news items 


about local plant romances, blurred 


labor 


snapshots and worked-over jokes. 
Today the industrial editor still 
needs to be a catch-basin, but he 
must be able to screen the news 
from the stuff that isn’t news. 
He needs other 
suggested by the changing tunes of 
He must be a good mix- 
er at all levels, so that he becomes 


characteristics, 
the times: 


trusted channel of two- 
way communication, enjoying the 
confidence of those both at the bot- 
A tight-wire 
act . . and he’s got to be good. 
He must have the ability to ex- 
press himself in writing simply but 
well. He should not write to please 


a logical, 


tom and at the top. 


one group to the exclusion of any 
other group. If he doesn’t under- 
stand the technical points of publi- 
cation production, he should learn 
them promptly. He must respect 
the chain of command in the com- 
pany. 

He must have a high regard for 


human dignity, from charwoman to 




























FLUORESCENT PAPERS; 
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a newsreview 
sacks more 
inch, with 

split-second timing and superb 


precision And the shortest clos- 


ing on record to bed late Sat- 


urday, on more than a million 
s. doorsteps early every Sun- f] 
lay morning The New York 


REVIEW OF THE WEEK. 

Concentrate, don’t miss the big 
market...the 650 U. S. counties 
that do 92.9°7 of all manufac 
turing. The Times puts 94° of 

Sunday circulation into 
these $10-million-or- better 
areas, delivers heads of top 
ncome families, heads of top 
flight business in its 1,100,000 
circulation. Where you find the 
most industrial giants, you find 


a 
The New York Times REVIEW | 
THE WEEK read regularly dll SWINg 
€ 


Here’s the extra hitting power 
you need behind your present 
program to business and indus- 
try. Here’s the versatile medium 
you can use in a dozen different 
ways...from developing inquir- 
ies to selling a public relations 
idea. And, all this at the lowest 
cost per thousand for reaching 
business executives ...in the 
REVIEW OF THE WEEK, the news- 
review published every Sunday 
with THE NEW YORK TIMES. 


THE NEW YORK TIMES REVIEW OF THE WEEK NEW YORK, BOSTON, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 





president, and an affection for peo- 
ple. There are quite a few such 
editors around the country, and not 
all of them are paid what they are 
worth. 

Should he be an “inside” 
someone already in the employ of 


man, 


the company who will “learn by 
doing?” Or should he be an out- 
sider, brought into the company be- 
cause of his editing knowledge and 
objectivity? Over the long haul, 
the trained outsider will do better. 
He may not know the company, the 
policies, products or personnel, but 
it shouldn’t take him too long to 
learn. Most of his fellow-employes 
will help him and, if he is basically 
a reporter, his news instincts will 
compel him to learn rapidly. He 
will learn what he must know more 
quickly than the untrained insider. 

The fact that he is an outsider, 
schooled in his field and with an 
outside -observer’s viewpoint, will 
give him the psychological edge over 
the insider, who may have come up 
through the stockroom, learning his 
new trade as he went along. 

That’s no reflection against the in- 
sider who has done just that. But 
writing for an employe audience is 
a distinct art, something that man- 
agement as a whole has been ex- 
tremely slow in finding out. 

The good editor is a two-way 
communicator. The temptation will 
be great upon him to be exclusively 
a spokesman for management, be- 
cause he may find that association 
with management people is socially 
more desirable than mingling with 
the folks in the shop. The editor 
who reasons it out that way will be 
of little ultimate use to his employer. 
The good editor is the one who 
moves freely among his people, liked 
and trusted, and it doesn’t matter 
whether he has a hundred readers 
or a hundred thousand. 


How Big a Staff? . . Employe pub- 
lications don’t fall comfortably into 
pigeonholes. They yield to no rule 
of thumb, for example, so far as 
size of staff is concerned. 

A single-plant operation with 300 
employes to cover probably would 
call for a part-time editor and a 
little help with the office duplicat- 
ing machine. 

A multiple-plant activity with a 
readership of 10,000 probably would 


call for an editor, an éditorial as- 
sistant, a secretary, and the part- 
time services of a photographer and 
layout man purchased on the out- 
side, unless such services are avail- 
There 


are probably a thousand cases on 


able from plant personnel 


record of publications that don’t fol- 


low these suggestions, and do very 
nicely in spite of it, which supports 
the point that employe publications 
are cataloged with difficulty 

But you will find that the more 
experienced hands in the field like 
to follow these loosely-drawn cues: 


They never start off a publication 





Communications man of the month.. 


Busy editor of two employe papers 


gathers his news all over the map 


Robert S. Smith 


® COMMUNICATORS of management, 
operating in their industrial worlds, 
have begun to take a sound cue 
from the politicians: 
to influence people, you'd better get 


If you want 


out where they are. 

This is old stuff to a hustling edi- 
tor for Indiana Bell Telephone Co. 
in Indianapolis named Robert S. 
Smith. He operates on the work- 
able principle that employes will 
volunteer more information to a 
friend than they will submit to a 
name on a masthead. He handles 
two publications for his company . . 
a pocket-size monthly called the 
“News” and a bi-weekly news tab- 
loid called “Highlights.” To Mr. 
Smith, handling them means get- 
ting out in the field with a camera 
and notebook. 

Here are a few notes on the range 
and nature of mobile Editor Smith: 
In a decade of industrial editing, he 


missed a dozen employe 


During a Florida va- 


hasn't 
gatherings 
cation, he spent three days calling 
on and photographing company em- 
ployes who had retired and who 
were living in the area, to build a 
feature story for his magazine. He 
makes frequent trips to Camp Atter- 
bury to photograph 90 company toll 
operators working and living there, 
and last year he scooped all the 
dailies with a story and pictures on 
a fire that broke out there 

Last winter, when a heavy sleet 
story covered his area, he joined 
the repair crews at daybreak and 
traveled with them, getting and tak- 
ing pictures. Last 
news-gathering marathon, he joined 


spring, on a 


an early morning line crew out of 
Evansville for a yarn on rural serv- 
ice; took pictures of line foremen 
for inclusion in a feature on plant 
accounting; continued 20 miles to 
Wadesville to get pictures and story 
on a new telephone office there; 
stayed that evening to report a 
meeting of the board of directors, 
consisting of farmers, merchants, 
rural mail carriers, etc., and cov- 
ered another yarn on an office jan- 
itor on the way home 

He pinch-hits at Christmas, help- 
ing operators handle toll calls. At 
the Speedway on Decoration Day 
he is busy photographing company 
employes in the pits at their various 
jobs. To him industrial editing is 
a full-time job, and it isn’t all jour- 
nalism either. As much as any- 
thing, it’s liking and getting along 
with people 
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Fw ab YOU select 


your industrial plant operating magazine Z 


We'll bet there are probably three big factors that 


influence your decision. Check these for example— 


Does the magazine reach the key 
plant operating buying influence? 


Does the magazine circulation cover only the plant oper- 


ating men I am interested in, with no waste circulation? 


Does the magazine reach the key plants responsible for 


the largest percentage of plant equipment purchased? 








There are, no doubt, several other key questions 


but fete take number HW... 


“Does the magazine circulation cover only the plant operating 
men I am interested in, with no waste circulation?” 
To find the answer to this question, check these facts— 


1. There are 24,269 plants of 100 employees or over, which 
employ 75% of all industrial employees in the Country. These 
plants represent 76% of the total value of all manufacturing. 


2. There is at least one plant engineering functional man in each 
of these 24,269 plants. 


3.In the 1,936 plants in the Country with more than 1,000 em- 
ployees each, there are approximately 4 plant engineering men. 
4.Simple arithmetic then shows four times 1,936 which equals 
7,744 plus 22,333, or 30,077 key plant engineers in the 


important plants in the Country. 


5. PLant ENGINEERING, with a circulation of 32,100, representing 
over 24,000 plants, enables you to “pin point” your advertising 
to the greatest number of plant engineering men, without 


wasteful circulation to minor buying influences. 


§-Check these plant figures and PLant ENGINEERING figures 
against any other industrial plant magazine circulation. Find 
out how many plant engineering men you actually reach at 


the same low unit cost. 


Buy only the functional coverage you need. Direct your sales 
message to the one group of men who must know about your 
product. Remember . . . sell the plant engineer and you've sold 


your product. 


here are five outstanding reasons for placing PLANT ENGINEERING on your Qs pene rgene 
engineer . . . and you've sold 


advertising schedule— 
your product. 


] , Reaches 32,100 plant engineering men . . . more plant engineers than any other 
industry trade paper. 
2 , Reaches over 24,000 key plants in the United States, which are responsible for 
purchasing 76% of the Country's industrial plant equipment. our district manager for PLANT 
3. Reaches more plants with 100 employees or over, than any other industrial plant ENGINEERING'S ‘Comparison Test.” 
4 Psapitenntecin Technical Publishing Company, 
. Pin points your sales ge to your ber one buying influence of plant 
sqdeenanhattialenintantene } ying Pp 110 South Dearborn St., Chicago 3, Ill. 
5. Guarantees editorial material in every issue of vital interest to all of its readers. 


For more detailed facts . . . call on 





These five statements cannot be duplicated by any other industrial 
plant magazine. Compare PLant ENGINEERING with any other industrial 
magazine on these five points, 
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wall chart 
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Heiingy: 
if 


HE 
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to such popular 

demand (we ve 

given away 30,000) we ve 

trade it better, The new chart is far easier 
to reed' le three colors to sutomatically 
sagnal decimal-equivaients cf fractions The  peragiigneo vase 
special products winch frame the chai - 

constant remader of » good source for cold 

headed parts 


JOHN HASSALL, INC. 


399 Ookiond Street, Brooklye 22, NY. 


| 


Results . . 


TWO ADJUSTABLE 
RAAMte Tt BV Re 
THERMOSTATS 


the xtensiv »f 


. Whether you heed 
miniature of standard built-in units call ws for the 
Thermostat that will exactly meet your requirement. 

ab 


GLANET COMPANY, 412 Market St, Hewark 5, 


New readership study licks 


variables, gives data on ads 


By Howard G. Sawyer 


The typical advertising readership study 
is weakened by 19 variables in such 
things as position, timing, previous inser 
tions, etc. Here is an intriguing new study 
that eliminates all these variables but one 

. and offers the copywriter and the layout 
man new data on such down-to-earth ques 
tions as what to put in an ad illustration, 
how big to make it, how many to use, 
where to put the headline and what kind 
of message to use if you want more in 


quiries. 





® COPY RESEARCH that seeks to eval- 
uate ad performance on the terms 
of the familiar Starch-type reader- 
ship survey is subject to such a 
great number of imponderables that 
the practical copywriter is tempted 


to, and usually does, sooner or later 


fall back upon his own judgment 
which means his own preferences, 
style, whim, habit or (occasionally) 
inspiration 
Who is to say that a high reader- 
ship rating means a good ad; that a 
> 


low rating means a poor one? Pos- 


with the high rating 


idle people who 


sibly the ad 
stopped a lot of 
might never buy the product or 
might not, indeed, be ever in any 
buy the product, or if 


failed to be ad- 


position t 
they were, still 
vanced toward buying by that par- 
ticular ad. Possibly the ad with 
the low rating was low merely be- 
cause it was selective and actually 
did a splendid job of selling exactly 
the limited number of people of the 
type for whom it was intended 


Who, indeed, is to say that any 


BALL BEARING for 


| LINEAR 
MOTIONS 


Weide tee doreriatoee Stecatee oud he 
fee ob er maprermetatiny i paw cy, 


one readership report gives a reli- 
able measurement of an ad’s suc- 
cess, since ads repeated in the same 
publication seem to show no par- 
ticular consistency in performance? 

And so on. Readership surveys 
can be criticized on many counts, 
and the evaluations made from them 
are even more open to criticism. 

So it should be interesting to any- 
one concerned with copy and copy 
research to learn that I will furnish 
them in this article a report on a 
purely arithmetical evaluation of 
advertising performance based on a 
readership study made under condi- 
tions which eliminate most of the 
variables which ordinarily confuse 


readership analysis 
First, what are the variables? 


Variables in circulation 

1. The character of the circula- 
tions of various publications varies 
so much that it is completely un- 
sound to compare ad performance 
from publication to publication. 

2. The number of copies circu- 
lated by one publication varies 
somewhat from issue to issue. 

3. The pattern of reader charac- 
teristics in one publication varies 
somewhat from issue to issue. 
Variables in sample makeup 

4. The persons subjected to the 








investigation are not always -. per- 
haps never . . an accurate cross- 
section of the circulation, and their 
proximity to that cross-section 
varies from issue to issue. 
5. The percentage . . in the sample 
of users and non-users greatly 
affects results. In many cases pres- 
ent users are more likely to read 
than non-users. 


Variables in time 

Readership appears to be af- 
fected by seasonal factors. 

Special news, special editorial 
covers increase 


features, special 


readership, hence traffic. 


Variables in position 

8. Most advertisements appear in 
different locations issue to 
issue. Even when they have fixed 
positions, the relation of that posi- 
contents of the publi- 


from 


tion to other 
cation varies (that is, a preferred 
position may be worth at one time 
more or less than at another time, 
depending upon the other contents). 

9. Fractional-page advertisements 
may be greatly affected by position 
on the page. 


Variables 
in competitive attractions 


10. An individual advertisement 


@ By proper design in 
welded steel, it is pos 
sible to improve quality 
and lower costs 
The cast bracket 
shown required 50% 
more metal than the 
welded steel desiga. It 
had to be left heavy for 
strength and cequired 
milling and drilling. 
The welded desiga 
costs 25% less and elim- 
inates former breakage 
It is easier to produce. 
Bar stock is simply pre- 
drilled and welded tos 
formed steel arm in 
which required holes 
* bave been prepu: ; 





HOW TO DESIGN IN STEEL 





TINCOLN #3 PLECTRIC COMPANY 
THE LINCOLN ELECTRIC COMPANY 
Cleveland 


may be affected by the total num- 
ber of pages in the magazine. Ads 
in thin issues sometimes have a bet- 
ter chance than in thick issues, 
sometimes vice versa. 

11. An individual advertisement is 
affected by the ad- 
(One big 
agency believes this to be the most 


undoubtedly 
jacent editorial material. 


important factor in consumer maga- 
zine advertising readership.) 

12. The effect of neighboring and 
opposing advertisements is_ incal- 
culable. (Is it good to be next to 
a good ad which will help stop the 
reader, or next to a poor one which 
won't steal the show?) 


Variables in cost 

13. Whether the ratios of cost in 
respect to size, color and bleed are 
in proportion to worth is debatable; 
it may not be fair to say that a full 
page costing twice as much as a 
half-page must get twice as good 
readership (See Rudolph on this).* 


Variables in subject response 

14. It may be justifiably suspected 
that, despite the best intentions of 
the interviewer, he may tend to lead 
or even confuse the interviewee. 


4/4 *e exiere 
gmeEnts 
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FOR CYLINDRICAL HEATING APPLICATIONS 
POH TEMPERATURES UP TO 500° F. 
Bleetro Flea ix the anewer to heating prob 
lets for ull cylindrical parts; bydraulic lines. 

retief tutes, cylindrical” valves, pipes. ete 

lx flexible ov cloth high uniform heat 
transier vibvation tesistent, weighs leas 
than \% oc. per lia. fet 


na a bale fan 
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Variables in previous impression 

How much does one ad bene- 
fit . . or suffer from a previous 
appearance of the same ad? 

16. How much does one ad bene- 
fit . . or suffer from previous 
ads using similar technique? 

How much does one ad bene- 
fit . . or suffer from its appear- 
ance in other publications (suggest- 
ing the possibility that the inter- 
viewee saw the ad elsewhere) ? 
Variables in nature of message 

18. The objective of the 


selective or it may 


campaign 
may be to be 
be to address the whole broad mar- 
ket. Or, an advertiser 


to sacrifice his normally best ap- 


may have 
proach, temporarily, in order to es- 
tablish some particular point with 
as many people as possible 

19. Inherent 
unquestionably the biggest variable 
of all. Some products, by their very 
natures, are attractive or not. New 


product interest is 


products attract attention by their 
newness. Men are more likely than 
women to read ads on cigars, except 
at Christmas and Father's Day. The 
proportion of user-readers to non- 
users-readers varies from product 
to product. And so on. 

Void Variables . . In the report I 
am about to describe, nearly all of 
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YOU NEED THESE FACTS 
os * 
Q _ is the average duplication in readers between 


the first and second publications in 9 major markets 


AA’), 


DUPLICATION 





96/ 


Of The Readers Of The No. 1 Business Paper 
Do Not Read The 2nd Paper 


* According to McGraw-Hill 18-company survey . . . the most comprehensive ever 


conducted among men who control and influence industrial buying. 





ON DUPLICATION 


0 
& if is the highest reader duplication between 
MILL & FACTORY and any of the following publications: 


FACTORY 
16% duplication ++ 


84% 
unduplicated readers of 
MILL & FACTORY 


PLANT ENGINEERING 
7% duplication t 


93% 
unduplicated readers of 
MILL & FACTORY 


tt Source: McGraw-Hill 18-company survey. 


MACHINERY 
11% duplication +t 


89% 
unduplicated readers of 
MILL & FACTORY 


MODERN INDUSTRY 
7% duplication + 


t+ Source: A 


IRON AGE 
18% duplication * 


82% 
unduplicated readers of 
MILL & FACTORY 


AMERICAN MACHINIST 
16% duplication + 


84% 
unduplicated readers of 
MILL & FACTORY 


posite of independent surveys made by 
large firms selling to the industrial market. 





THERE 1S NO SUBSTITUTE FOR MILL & FACTORY BECAUSE... 


Mill & Factory has an extraordinarily high proportion 
of “exclusive” readership due to its unique circulation 
method. Every reader is selected by a staff of 1,645 men 
who sell machinery, equipment and supplies to industry. 
Mill & Factory claims no monopoly of top-grade read- 
ers. But, as the surveys conclusively show, its different 


circulation method — maintained by men who actually 
sell to industry — enables you to reach a large propor- 
tion of men with proved buying authority who are not 
reached by any one publication employing traditional 
circulation methods. Ask your Mill & Factory represen- 
tative for further details. 





Mills Factory 


a CON 


Over MAST PUBLICATION 


205 EAST 42ND STREET * NEW YORK 17, N.Y. 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 
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Al! other Business 
budget items Publications 
46 3% 


Chart D . . How the 1951 industrial advertising dollar was invested 


Business paper volume advertising to plant and equipment expenditures to a high of $28.65 in 


expenditures shows a similar pattern 1944 
as far as the past few years are con- As can be seen, the high ratios 
cerned. Since 1946, the ratio has appeared during the war period 





| income in 1942 to a hig varied very little, ranging between when industrial advertisers, faced 
in 1949. The 1951 ratio was $11.24 and $13.80 per $1,000 of plant with favorable market conditions, 
9%5c, and there is every indication and equipment expenditures. Chart increased their business publication 
that the 1952 ratio will approach F shows that, since 1936, the ratio advertising while plant and equip- 
$1.05 per $1,000 of national income has gone from a low of $8.81 fo: ment expenditures averaged around 
The ratio of business publication each $1,000 of plant and equipment $5 billion annually. The postwar 
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ey of Current Business for National Income figures. 


Chart E . . Advertising in business publications for each $1,000 of national income 
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Coming!....... Ganuary 1953 
APPLIANCE 
MANUFACTURER 


the dynamic new magazine 
for the men who make the man- 
agement, design, production and 
purchasing decisions in America’s 
fastest growing industry — Home 
Appliances. 


Here for the first time this great 
mass production industry—manu- 
facturers of electric, gas and oil 
appliances—will be served by its 
own specialized publication. 


If you want to tap the massive purchasing power which feeds today’s 
streamlined production of home appliances you will want to know more 
about APPLIANCE MANUFACTURER. 


Get all the facts NOW! Write for complete details regarding 
this multiple market for materials and components. Learn about 
the carefully planned editorial program—broad functional circu- 
lation coverage—striking format and quality reproduction—and 


advertising rates. 


For complete details write 


APPLIANCE MANUFACTURER 


201 N. WELLS ST., CHICAGO 6, ILL. 





HOW COME THIS 
“COOKIE-CUTTER” _ 
WORKS “NO HANDS” NOW? = ~.'] 


Hobbs Autotronic Die Press, 

which passes a die through the 
beam of a photo electric cell, 
travels the table to a pre-set point, 
brings down the head, completes 
the cut, returns the head 

and moves the table and die 

back to the operator. 


AUTOMATIC 
CYCLE CONTROL 


This paper blanking die press (the trade calls it a 
cookie-cutter) was an interesting engineering prob- 
lem...a wholly mechanical machine changed over 
to automatic operation. It was done with a photo- 
cell, limit switches and time-delay relays... trans- 
lating mechanical motions into electrical signals .. . 
governing three drive motors through electric clutch 
brakes. This once so-simple machine now slides a 
ream of paper in... positions it... die-cuts it... 
and slides out a pile of precisely cut envelopes. 

Engineers everywhere are probing into all as- 
pects of automatic cycling. More widely known 
are applications like the automatic clothes washer 
that washes, rinses and wrings...or the machine 
tool that works like a whole assembly line, doing 
a dozen precision operations in turn. The exciting 
news is that automatic cycle control is being applied 


THE ANSWER IS 


\ 
\ 
\ 


now to more and more electrically operated ma- 
chines, appliances and equipment. 

This is one of the liveliest areas of movement 
in industry today . . . sparking modernization .. . 
making production cheaper, quicker, safer .. . 
boosting sales. 

It's focusing more and more on the engineer 
as the key man in product designing ...and on 
ELECTRICAL MANUFACTURING as his source of ideas 
and information. ELECTRICAL MANUFACTURING not only 
shows the engineer and designer how a problem 
like the automatic cycling of the die press was 
solved ... but how to apply every new technique, 
idea or material that can lick the problems that 
are on his drawing board—or soon will be. 

ELECTRICAL MANUFACTURING makes automatic 
cycle control a major editorial topic because .. . 


T'S AN Lfecitomechanical PROBLEM 





THIS STORY HAPPENED to be about automatic cycle control. It might 
have been about miniaturization ... plastics embedment... or 
magnetic amplifiers. The end product might have been a milking 
machine or a textile loom...a cardiograph or a cotton comber. 
They ali tell the same story . . . the g-owing importance of the 
engineer as the key to designing. In factories that had one engineer 
(if any) a few years ago, you'll find a whole staff working now. Where 
once they had simple techniques of motor drive to worry about, now 
they have a vast complex of electrical, electronic and mechanical 
Operations to coordinate . . . and all the details of appearance design 
and materials specifications to think through in terms of performance 
and sales. Even in such a relatively simple machine as a die press, 
automation is adding new technical design engineering problems. 
This emphasizes the growing strength of ELECTRICAL MAN- 
is the: <outrel canveal UFACTURING, the magazine that goes to the crux of the product 
station, where table design problem. For the engineer who needs and uses it to solve 
distances, clutch torque his growing needs is the man who decides what materials, parts and 
ne components are to be specified. He uses ELECTRICAL MANUFAC- 

adjustments are made, 4 . . “ oo : P 
TURING as his prime “shopping” source for product information, too. 
That's why it’s so important to give your product facts... 
clearly, fully and repeatedly . . . to the key engineers in all the plants 
that make over 1,900 different types of electrically operated prod- 
ucts. ELECTRICAL MANUFACTURING is the magazine that makes 

one dynamic market out of this whole broad field. 


The electrical control panel 


ath ‘ip % 
iON ie WHAT...HOW... WHY? 
Ute ty ae ; : 
ne eee Every issue of ELECTRICAL MANUFACTURING Covers a wide range 
‘ 2 of design and engineering problems. In the current issue you'll find. .. 


Why greater reliability, rather than small size, indicates 


Subminiature Tubes ; 
wider use of electron tubes in industrial control. 


How building block units can be assembled to provide 


Pp ; 
ackaped functional flexibility for machine drives. 


How Naval Research has assessed the relative effects 


Fungus Proofin A 
8 9 of moisture and mildew on electronic equipment. 


How operating characteristics differ in three major types 


Repulsion-Type Motors : 
P yP — of repulsion motors. 


How new pattern-making process offers cost-cutting 


Shell Molded Castings : 
Opportunities in parts design. 


Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY Hoa 


1250 Sixth Avenue, New York 20,N. Y. + Publishers to Industry Since 1892 











Business 
Publication 


Year 
1936 
1937 
1938 
1939 
1940 
1941 
1942 
1943 
1944 
1945 
1946 
1947 
1948 
1949 
1950 
1951 
1952* 


59.0 
51.0 
58.0 
64.0 
75.0 
83.0 
20.0 
149.0 
172.0 
178.0 
196.0 





(1) Space cost only 


$ of B.P. Adv, 
per $1000 


Expenditures 
for Plant & 


Advertising (1) 


(mites) 
51. 
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Source: U. 8. Department of Commerce, Securities Exchange Commission for Plant & Equipment figures. 


Chart F . . Advertising in business publications for each $1,000 of plant, equipment expenditures 
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2 
.0 

0 


1952* 300. 577 


(Millions) 


Gross Nat'| Product 
Index 
66% 
77 
86 
98 
107 
101 
108 
120 
150 
192 
231 
254 
256 
251 
277 
308 
306 
336 
389 
412 


U.S. Advertising 

Index 
$1, 300 76% 
1,500 
1,515 
1,710 
1,871 
1,719 
1,794 
1,897 
2,035 
1,960 
2,280 
2,516 
2,660 
3,078 
3, 880 
4,200 
5,202 
5,706 
6,500 
7,000 


ov 
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Source: U. S. Department of Commerce, Survey of Current Business for Gross National Product. 


Chart G . . Business publications and U. S. advertising indexes 


years followed with a tremendous 
increase in plant and equipment ex- 


Furthe 


trend on plant and equipment ex- 


penditures this upward 


penditures has continued through 


1951 


expenditures 


In 1952 plant and equipment 


are expected to ap- 


proach $24 billion, almost double 


the 1946 figure of $12.9 billion 
Although 


during wartime have not been main- 


the ratios established 


tained, there is much evidence that 
the trend of business publication ad- 
vertising follows the trend of plant 
The 
lal 


and equipment expenditures 
1946-52 is 


prewal evel to 


ratio of the period 


enough above the 


/ 
76 / 


indicate that even without an all-out 


war, industrial advertisers are in- 


vesting more in business publica- 
tions than they did in prewar years 
Chart G 


f business publication advertising, 


reveals a close parallel 


all advertising and the gross nation- 
al product. In fact, for the first 
eight years charted (1933-1940) the 


coincide 


lines almost 


During the defense period and the 


“arly war years, the gross national 


product line moved ahead, but since 
1944 it 


] 
publication 


has lagged behind the busi- 
The latter 


ahead of the over-all ad- 


ness line 


} 
moved tat 


rtising trend during the late wan 


years. Since then, however, both 
advertising lines have been moving 
up although today the line charting 
the trend of business publication ad- 
vertising is well above the trend 
lines of total advertising and gross 
national product 

Chart H shows the relationship 
between business publication adver- 
and total advertising in all 
types of media. The 1933 
through 1945 show a steady increase 


tising 
years 


in the proportion of business pub- 
lication advertising to the over-all 
advertising picture from a low ratio 
of $24.62 per $1,000 of total adver- 


tising to a high of $64.66. 
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. Selling to the Metalworking Industry : 


\ Double your Selling Power 


* with these 2 publications ... 







|| Published Annvally 
Published Monthly “ H 25 000 

f i ’ 
38,000 estes os NE | Guaranteed Distribution 


to Metalworking pore iguanas) Distributed — Dec. 15 


Executives — Closing Date Nov. 10, 


Since January, the monthly circulation has exceeded The Only Handy and Complete Directory Issued 
38,000 copies, 95% personalized to top executives. for the Metalworking Ind istry ; 


You can be sure that every man can either buy or influ- 

ence purchasing, and therefore is a logical prospect Here your complete product story sells for you all ye 

for your product or service. long at low cost. Used as a buying and reference Gui 
by top executives in the Metalworking Industry. Be surg 

EDITORIAL—Machine and Tool Blue Book's stream- you are represented with your strongest sales sto 

lined editorial format in convenient pocket-size encour- Don't risk the loss of sales because buyers can't get 

ages reading and constant use. Articles are of the information about your product when they need it. 

know-how type. Every paragraph must pass the test of 

“will it help the reader?” Blue Book editors travel 6 Useful Buying and Reference Features 

extensively to report on plants and new methods in the 

form of practical, informative articles. Regular monthly 

features include: What's New in Metalworking, News of 

the Industry, Washington News Letter, Special Machine 

Tool Report, How's Business?, Foremanship Forum, Modern 

Tools in Action, Shop Hints, Professor Reichardt'’s Quiz, 

Industrial Films, New Technical Books, Products Index, ae ae 

New Equipment, ond others. oll. Pie aihices oi geen 


CIRCULATION—Read by the right men in the right a ee 
places, the Blue Book delivers a receptive, ready-made 

audience among administrative, engineering and produc- 

tion men with a total monthly readership of 141,000. 
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CCA audited, Blue Book circulation is verified by Western 
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tools and supplies. 
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Independent readership study proves the Blue Book has 
the right combination for SALES—the right editorial for- NAMES AND ADDRESses 
mula directed to the right audience of buying executives. OF MANUFACTURERS 


Send for your copy of this Readership Study 
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get into FACTORY © 


.. because Plant Operating is the largest management Group 
in Manufacturing 

...and because FACTORY’s entire publishing objective is to 
provide adequate coverage of this group. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street * New York 36, New York 
ABC * ABP 
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Chart H . . Advertising in business publications per $1,000 invested in all kinds of advertising 


After 1945 the ratio came down to 
the postwar low of $39.47 in 1950 


This drop is probably due to a com- 


bination of several factors such 


as 
the unleasing of consumer schedules 
in the postwar period, the many new 


advertisers on the scene and the 


growth of new advertising media 
such as television 


This 


consume! 


increase n the volume ef 
advertising tended to en- 


large the over-al! advertising base, 


thereby resulting in a lower ratio 


for business publication advertising 
However 


some curtailment of consumer ac- 


with the trend toward 
tivities and, at the same time, the 
expansion of industrial activity, the 
ratio has started an upward climb 
At $40.31 in 1951, the 


publication advertising to the 


ratio of busi- 


advertising — figure may 
$42.86 per $1,000 for 


The above figures show the ratio 


f business publication advertising 
as it relates to total over-all adver- 


tising, which includes both national 


and local advertising expenditures 
Since business publication advertis- 


ing is almost entirely national in 
nature, I think it might be interest- 
ing to look at the ratio of business 
publication advertising to strictly 
national advertising. For 
in 1951 total 


in the U.S. amounted to $3,736,000 


example 
national advertising 
Business 
$262,000,000 volume 


a ratio of $70.81 for 


publications 


national advertising 
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Business vs. Co r Market. . 
Many attempts have been made to 
measure the size of the business 
market in comparison to the size 
of the personal or consumer mar- 
ket. Since there exists a complex 
interrelationship between the two, 
iny comparison must, of necessity, 
be a generalization 

In the past years, three accepted 
estimates have been made by au- 
the Twentieth 
Century Fund, Dr. T. H. Beckman 
f the Ohio University, and the De- 
They esti- 
markets are 


thoritative sources 


partment of Commerce 
mate that the 
roughly in half 


split 


fifty -fifty 


income of $275.5 


Applying this split to 
the 1951 
billion, we find that the size of each 
$137.75 


Magazine, newspaper 


national 


market is around billion 
And, in 1951 
and television advertising appropri- 
ations amounted to approximately 
$3.9 billion or $1 of consumer ad- 
$35 of national 


On the other hand, indus- 


vertising tor every 
Income 
trial advertisers, spending $292,000,- 
000* in business papers (mechanical 
production plus space costs) in- 
vested $1 for every $470 of national 
income 


If these estimates are reasonably 


correct, it means that the per dol- 


lar advertising expenditure and 


npetition for business in the con- 


sumer market was 13 times greater 
than the competition for business 
in the business market. 

The general media advertising ap- 
propriation figures used in this mar- 
ket comparison are taken from the 
annual McCann-Erickson 
of U.S. advertising. 


estimate 


It's Big Business . . A look at the 
details of these advertising estimates 
reveals other interesting facts. The 
$292,000,000 
publications (space plus mechanical 


invested in business 
production costs) in 1951 was great- 
er than the $64,000,000 in farm mag- 
azines and farm papers combined; 
it exceeded the $95,000,000 in gen- 
eral magazines, the $144,000,000 in 
women’s magazines and the $149,- 
000,000 in the entire outdoor field. 
note that the 
amount expended in business pub- 
($292,000,000) was 
equal to the 
($297,000,000) 


Thus, on a commission 


Agencies might 


lications about 
money 


weekly 


amount of 
invested in 
magazines 
basis, agencies receive, from busi- 
ness publications, an income as great 
as that derived from weekly maga- 
zines. (The percentage of business 


publications allowing commissions 
to agencies today is 97% as com- 


pared with 78° in 1937.) 


Rising Costs . . Charts J, K, and 
L show what has happened to costs. 

Such things as wholesale prices, 
retail prices, cost of living, and food 








SINCE 1940 
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The entire metalworking industry, too, has more than doubled in 
size over 1940—in number of plants, employment and physical 
volume. This fast-growing industry is today producing more 
than $100 billions in metalworking products—a tremendous 
market for your goods—and is still growing rapidly! 
STEEL... the only metalworking magazine which has grown 
as fast as the dynamic industry it serves... offers you the 

most effective way to advertise the things you want to sell in 
the world’s biggest market. Ask the man from STEEL to show 
you how STEEL’s circulation, closely matched to metalworking’s 
buying power, continues to make your advertising 

dollars worth more. 

STEEL + Penton Building - Cleveland 13, Ohio 


The magazine of the men who manage, operate and buy for the Metalworking industry 





Picking An Agency 
Does Not Have To Be A Gamble! 


The man picking an advertising agency has our sympathy. But, the real 
mystery is why so many people do it the way they do. Even in this enlightened 
advertising age, the fact that someone's wife studied art and liked the layout of the 
“Sweet Kisses at Dawn” campaign, or the contemplated agency was the largest or 
had the most famous name, is often the final influence in the choice of an agency. 


An advertising agency has only two basic things to sell — experience and ability! 
Your selection should be made with the idea of a long association. Neither you nor 
the agency will get anything out of it otherwise. 


The experience of agencies is as varied as the hues of the rainbow. Advertising and 
markets are specialized things depending on the product, how it is sold and who 


has use for it. 


Somewhere there is an advertising agency that fits your organization, an agency that 
has had experience with your type of product in the fields you sell, an agency that 
has proved its ability in developing the markets in which you merchandise and at 
the same time has a knowledge of product association in those industries that would 
help in dictating the direction of possible expansion. 


That is the probable agency for you. Call them in and hear their story before listen- 
ing to the biased opinion of those who have an axe to grind. You will save time 
and money and find a partner that will be helpful for many years. 


If you manufacture a product sold to industry or the farm market, our over 30 years 
of experience may help you. We'd like to tell you about ourselves. 


Or 


; 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


% 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 














prices have gone up anywhere from 
76° to 116° over 1941. Mechanical 
(Chart K) 
that the biggest increase over 1941 


production costs show 
were in art costs going up to 125°, 
in 1951, engraving costs were next 
with an increase of 106°;. Both re- 
mained steady in 1952. Composi- 
tion and electrotyping costs were 
up 76° and 79° respectively in 
1951 and for 1952 are up 94°) and 
88°~ over 1941 costs. 

The table below shows the price 
increases among some typical in- 
dustrial type products. The percent- 
ages are based on the price paid 
by the buyers and represent figures 
supplied by industrial manufactur- 
ers for identical models sold in each 
period. Ten 1940 for 


example, an electric hoist cost 54°, 


years after 


more, a centrifugal pump 85°; more, 
and electric motors (25 h.p.) 187% 
more 
Product Per cent of 
price increase 





Advertising Rates .. To keep pace 
with the growth of the markets that 
they cover, publications have in- 
creased their circulations by an av- 
erage of 30°,. Both increased op- 
erating costs and increased circula- 
tions have, of course, resulted in 
increased advertising rates. 

Chart L shows the increase of 
the 12 or 13-time, black-and-white 
rate as 82°, over 1940. In general, 
this increase is lower than the in- 
creases among specific industrial 
products, general costs, and even 
mechanical production costs. 

Furthermore, because of the in- 
creased circulation of business pub- 
lications (30° over 1940), the ad- 
vertiser really pays, on a cost per 
1,000 basis, only 40°; more than he 
did in 1940. 


For example, a page of advertis- 


Chart J . . General costs .. 1951 increase over 1941 


+106% +106% 


(1941=100) 





Chart K .. Mechanical production costs 


Chart L . . Increase of 12 or 13-time page rates 


ing costing $100 in 1940 would now 
cost $182. 
tion’s 10,000 circulation would now 
be 13,000 or 30°; larger than it was 
in 1940. This means that the actual 
increased cost of advertising is not 
82°, but only 40° 
creased cost trend far more favor- 
able than that of most products. 
These 


solute figures. 


However, the publica- 


greater, an 1n- 


percentages are not ab- 
They are based on 
a comprehensive analysis of 226 
comparable publications studied be- 
tween 1940 and 1952. Obviously a 
different group of publications or 
a smaller sample would likely result 
in a different set of figures. 


Much Bigger Market . . Market 
potential for industrial advertisers 
as measured by plant and equip- 
ment expenditures is almost three 
1940 
As reported previously, plant and 


times greater than it was in 
equipment expenditures for 1940 to- 
taled $6.5 billion and for 1952 they 
are estimated at $24.1 billion. Stat- 
ing this another the actual 
market reflected by 
plant and equipment expenditures 
over the 1940 
Today’s business publica- 


way, 


potential as 


has increased 270% 
market 
tion advertiser is therefore aiming 
market 270° 


than the one to which he 


September 1952 /s1 


his advertising at a 


Zreatel 








advertised in 1940 

Another indication of the fact that 
the industrial advertising market of 
today is a greatly expanded market 
may be derived from a simple com- 
parison of the number of workers 
in 1940 and in 1952. The govern- 
ment experts (Department of La- 
bor) estimate that nonagricultural 
employment at the end of 1952 will 
be just under 56,000,000 
Compared with the 39,400,000 at the 


end of 1940, this shows an increase 


people 


of some 42°, or over 16,000,000 men 
and women 

Then too, the number of estab- 
lishments engaged in manufacturing 
or production (at some time during 
the year) has increased from 173,- 
802 in 1939 to 247,300 in 1950. This 
increase in the number of factories 
(427) was accompanied by an in- 
crease of 51° in the number of pro- 
duction workers going from 7,800,- 
000 in 1939 to 11,800,000 in 1950 

More 


more money being spent on plant 


factories, more workers, 
and equipment, all this adds up to 
one thing increased production 
capacity and thus a larger market 
for today’s business publication ad- 


vertiser to try to capture 


More Work for Salesmen. . P)o- 


duction facilities increased along 
with the increase in the number of 
factories, workers, etc. By Decem- 
ber, 1951, our manufacturing in- 
dustries had, in fact, increased their 
capacities to produce 87° more than 
This increase 


by the 


their 1940 capacities 
is expected to reach 103° 
end of 1952 

At the same time, the number of 
salesmen available to move this in- 
creased production totals 3,688,000, 
some 30°) more than there were in 
1940 Each 


woman) must do about three times 


salesman (or sales- 
the amount of selling as his older 
brother did in the 40's 

Therefore, while today’s market 
opportunities are much greate! 
sales staffs are selling a larger vol- 
ume on a per person basis. Inter- 
estingly enough, during this same 
period the business publication ad- 
vertising trend line has also been 
upwards indicating increased use 
and acceptance of business publica- 
tions the part of the advertiser to 
help him sell his products or serv- 


ices at the least sales cost 


The Future .. In recent months 
several attempts have been made 
to forecast future advertising vol- 
ume. At best, any estimates must, 
of necessity, be surrounded with 
“ifs, ands, and buts” such as: the 
valuation of the dollar, the possi- 
bilities of all-out war, taxes and 
government controls These and 
other factors are always present in 
any predictions of the future 
Generally, these predictions have 
been of two types those which 
foresee a possible increase in the 
percentage of advertising to national 
income and those which are pre- 
dicted strictly on the basis of ex- 
panded business activity and growth. 
In reference to the former, Fred- 
eric R 
Association of Advertising Agencies, 
has indicated that over-all advertis- 


Gamble, of the American 


ing volume should total about $9 
billion. This volume will be at- 
tained if advertising returns to the 
traditional percentage of 3° of na- 
tional income. 

Mr. Gamble feels that our ex- 


panded capacities, increased com- 


petitive conditions, and the hard 


selling period we face will require 
greater advertising effort. If all 
advertising achieves a $9 billion to- 
tal and business publications main- 
tain their current relationship to 
over-all advertising, then, business 
publication volume should | total 
some $400,000,000 annually. The to- 
tal volume of industrial advertising 
will be around $865,000,000 
Forecasts of business activity also 
reveal healthy gains for business 
publication volume. For example, 
the May 24 issue of Business Week 
contained predictions that the gross 
national product will reach an es- 
timated $380 billion in 1961 and cap- 


ital spending will be an estimated 


$27 billion for 1961. Using the av- 
erage ratios (1947-1951) of business 
publication advertising to each of 
these economic indicators, we find 
that business publication volume 
can be expected to total around 
$320,000,000 for 1961. Projecting the 
figure for over-all industrial adver- 
tising, we arrive at an estimated to- 
tal of some $690,000,000. 

Marion Harper of McCann-Erick- 
son expects advertising volume to 
be around $11 billion by 1972. Again 
assuming that the present day ratios 
of business publication advertising 
to over-all advertising are main- 
tained, business papers could look 
forward to a $500,000,000 a year vol- 
ume or an industrial over-all ad- 
vertising volume of some $1.1 billion. 

The possibilities of an $11 billion 
during the 
1970's is further substantiated by the 


advertising economy 
forecasts appearing in the recent 
Materials Policy Commission report. 
This report predicts that total pro- 
duction of goods and services will 
rise 100° from $285 billion in 1950 
to $570 billion in 1975. 

Again, assuming that advertising 
volume rises at the same rate as to- 
tal production and remains approxi- 
mately 2° of national income, total 
advertising volume will amount to 
$11.4 billion by 1975, an 
amount very close to Mr. Harper’s 


about 


prediction And, as_ previously 
stated, with a volume of some $11 
billion of advertising, business pub- 
lication volume should exceed half 
a billion dollars and total industrial 
advertising volume would be over 
$1.1 billion. 

These predictions and projections 
take on an added significance when 
we appreciate the fact that, during 
the past 20 years, business publica- 
tion dollar volume has increased 


Four estimates of advertising volume 


Source Period 


Total Business Publications 


Advertising Volume 
Industrial 





$400,000,000 


320,000,000 


500,000,000 


516,000,000 





Surest way to sell more 
Chemical Process a 


More than 150 leading equipment manufacturers—ad- 
vertising in CHEMICAL & ENGINEERING. NEWS 
—sell oups who make up the equip- 
cr tea in the multi-billion dollar Chemical 
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\ y . independent construction firms. 


‘ - has i 73,361 circulation is twice that of monthly—four times that 
By consistent advertising in CHEMICAL ‘CREN's ae qh wteie~in teat any moninty—rour times ina 


& ENGINEERING NEWS — the only pub- 
lication with a BIG enough circulation ‘CREN's industrial circulation is 65% greater than any competing 
to blanket and penetrate-in-depth, all seven anes 


vital buying groups in the Chemical & CREN delivers the largest audience at lowest cost per thousand of any 
Process Industries. publication directed to the Chemical and Process Industries. 


Since 1947, chemical process equipment manufacturers have 
more than tripled their advertising pages in CHEMICAL & 
ENGINEERING NEWS. Proof that they agree... 

CHEMICAL & ENGINEERING NEWS’ 73,361 circulation — 
every Monday — blankets and penetrates-in-depth, all seven key 
groups who make up the equipment buying teams in the Chemical 


World. 
Ask your Reinhold Representative for complete details. 


Newsmagazine of the Chemical W orld Since 1923 


An 

AMERICAN CHEMICAL SOCIETY PUBLICATION 
Advertising Management: 

REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N.Y. 


CHICAGO 
CLEVELAND 

SAN FRANCISCO 
LOS ANGELES 
SEATTLE 

DALLAS 

DENVER 








If you want to reach the plants 
manufacturing these products . . 


..to sell them equipment, parts 
and materials like these ..... 


MACHINERY © belongs on your 
schedule for these reasons .. . 


* The monthly magazine of engineering and 
producti in the manufacture of metal products. 
Published by The Industrial Press 


148 Lafayette Street, New York 13, N. Y. 
CCAMEN BP 








Agricultural machinery and implements 
Automobiles, airplanes and all motor-driven vehicles 
Automotive and aviation parts and accessories 
Ordnance of all kinds 

Business machines 

Electrical machinery and apparatus 

Engines and other prime movers 

Food and chemical machinery 

Machine tools and other metalworking equipment 
Heavy non-metalworking machinery 

Household equipment 

Photographic equipment 


Processing and manufacturing machinery 
Machine parts and unit mechanisms 

Portable tools 

Cutting tools 

Instruments, measuring and testing equipment 
Pumps, compressors, blowers, fans 

Screw machine and bar stock products 
Boilers, condensers, tanks 

Sheet-metal products 

Materials for metal products manufacture 
Special machinery for non-metalworking plants 
Miscellaneous metal products 








Machine Tools: 
Milling Machines 
Boring Machines 
Broaching Machines 
Screw Machines 
Drilling Machines 
Lathes 
Shapers 
Planers 
Grinding Machines 


Materials: 
Sheet and Strip Steel 
Alloy Steel 
Special Steels 
Copper 
Bronze 
Aluminum 
Plastics 
Zinc 
Cleaning Compounds 
Paints and Finishes 


Broaches 

Hobs 

Thread Chasers 
Gear Cutters 
Special Tools 


Unit Machine Parts: 
Chucks; Pulleys 
Bearings—all types 
Drives—Chains, V-belt, 
Flat Belt 


Miscellaneous Products: 
Abrasives 
Portable Tools 
Lubricants 
Screws 
Grinding Wheels 
Furnaces 
Welding Equipment 
Wire & Wire Products 
Bushings 
Files 


Presses 

Shears 

Die-casting Machines 
Forging Machines 
Special Machinery 


Metal Cutting Tools: 
Milling Cutters 
Taps 
Reamers 
Drills 


Electric Motors 
Flexible Couplings 
Gears 

Speed Transmissions 
Speed Controls 
Pumps 


Testing Equipment 
Measuring Equipment 
Washers 

Hoists 

Instruments 








MACHINERY 'S editorial content is aimed directly 
at the common interests of both the engineering 
and manufacturing executives who form an in- 
separable team, working together to make the de- 
cisions concerning every step in the manufacture 
of a metal product. 

This depth and breadth of original content gives 
depth and breadth of coverage, attracting an audi- 
ence of the key executives you want to reach. Then, 
MACHINERY goes one step further to assure 
even more complete coverage of the plant buying 
team. By means of its Directed Distribution Plan, 
MACHINERY is able to adjust its coverage accu- 
rately according to the location and amount of 
purchasing power in every sector of the metal- 


working industries. The 20% of MACHINERY’S 


circulation Directed in this way guarantees thor- 
ough penetration of every important plant, reach- 
ing the key buying authorities who cannot be 
reached in any other way. 

In the metalworking industries, volume buying is 
done by a comparatively small part of the total 
number of plants. For that reason, thorough circu- 
lation which penetrates the volume-buying plants 
and reaches the complete buying team is more 


effective than mass circulation which obtains cov- 


erage by numbers alone. By combining 80° paid 


20% 


circulation with Directed Distribution to 


known — but inaccessible — buying authorities, 
MACHINERY assures advertisers coverage that is 


both efficient and economical. 











from $32 million to the $300 million 
estimated for 1952 an increase 
much larger than the increases pre- 


dicted for the next twenty years 


Bright Future .. On the basis of 
the future of total 


advertising, 


the above facts, 
advertising, industrial 
and business paper advertising looks 
bright. Current business publica- 
tion advertising has been running 
at a healthy level; industrial adver- 
tisers and their agencies have dem- 
onstrated increased acceptance and 
need for the value of business pub- 
lications 

There is no one explanation for 
this favorable trend but rather an 


assortment of factors such as the 


general industrial improvement and 


expansion, increased competition, 


improved publications, and in- 
creased interest and need on the 
part of readers for up-to-date tech- 
nical knowledge and helpful infor- 
mation 

In addition, there are such factors 
as the development of new products 
and services, the need for low cost 
sales tools, the desire on the part of 
advertisers to invest in the imme- 
diate as well as the long range val- 
ues of advertising, the desire to at- 
tract contracts or sub-contracts, and 
the influencing factor of a favorable 
tax structure. This last factor, how- 
ever, seems to be contributing to 
rather than 


acting as a primary 


force behind the gains of advertising. 

The charts and statistics in this 
article demonstrate that business 
publication advertising is “big busi- 
ness” in terms of advertising dollars, 
pages of advertising, numbers of 
publications, circulation, plus such 
other elements as employes, paper 
Each of these 
factors has been increasing as a re- 
sult of the 
among advertisers and their agen- 


consumption, etc. 


growing convictions 
cies that business publication adver- 
tising can help them reach their 
markets at the least possible cost. 

With breakeven points dangerous- 
ly high, the low cost advantages of 
business publications assume ever 
more important values. 





Inquiry neglect loses sales 





ly legitimate involving products 
that the purchasing department was 
genuinely interested in purchasing 

and would have been sent out 
regardless of the IM study 

The purchasing department mailed 
75 inquiries to suppliers in the 
three-month period. Results showed 
that more than half of the suppliers 

52 to be exact delayed reply- 
ing for two or three weeks (one de- 
layed for 26 days) or neglected to 
reply altogether during the months 
of the tabulation 

This percentage was even greate! 
than that revealed in IM’s compan- 
ion study reported last month 
which showed that 30°, of suppliers 
to whom inquiries were sent ignored 
them or delayed reply. In the first 
study, every inquiry mailed out was 
either a coupon torn from a business 
publication ad or was a letter reply- 
ing to an inquiry solicitation in an 
ad 

In the present study, the inquiries 
were not necessarily the result of 
solicitation of inquiries in business 
publication ads. The inquiries were 


simply the result of day-to-day 
needs of the company as they arose 
But most of the suppliers to whom 
the inquiries were sent are business 
publication advertisers who invite 
inquiries in their advertising 


Actually the numbe: 


86 / 


/ 


who ignored the inquiries was even 
larger than the number who delayed 
Nearly 35° 
to answer the inquiries! 

If these 


quiries aside as poor prospects, they 


answering neglected 


suppliers tossed the in- 
were wrong. One out of every five 
of the inquiries later was converted 
into a sale 

The large majority of suppliers 
who failed to answer failed, natural- 
ly, to get the order. Those who an- 
swered promptly fared much bet- 
ter. Of the inquiries converted into 
sales, about a fourth were answered 
within four days, and about a half 
were answered within two weeks 

The results of the study, and the 
one that preceded it, indicates that 
a remarkably high percentage of in- 
dustrial advertisers are fumbling 
badly in handling inquiries . . and 
are certainly losing sales as a result. 
It's a good guess that for each of 
these suppliers, an investment in a 
good system of inquiry evaluation, 
reply and follow-up by salesmen, 
would more than pay for itself. It’s 
up to each supplier to the adver- 
tising manager and the sales man- 
age! to take a close look at 
their own organizations and decide 
whether they are losing important 


sales through this type of neglect 


| Next IM will tell how one 


company set up a system of evaluat- 


mont! 


ng quiries, answering them and 


keeping the sales staff informed of 


he hot ones 


advertiser changes 


Sharp . . former a 


Henry J. Lindsay . 


Dr. George S. Bachman . 


James Beam 





CONSTRUCTION BULLETIN 
ConstRUCTION Serving the West 


i North Central area 
“——- with circulation in 
’ Minnesota, North 
Dakota, South Da- 
kota and North- 
ern lowa—total 
ae? Page rate— 
: $85.00* 


= x a3 


63,000 me 
market re 


lications. Th 
most thorough ¢ 


mum over 
taining top reac 
news about bids, 
stories, distribu 
est to local constr 
12 construction Pp 
others in a nation 


CONSTRUCTION DIGEST 
Aree er Serving the East 
North Central area 
with circulation in 
Ohio, Indiana and 
Illinois — total 
8,899. 


Page rate— 





$170.00* | 


n in all 


phases of the construction 
ad ACP regional construction _— 
e 12 magazines which give a 
overage of the construc i 
below, each serving a 
e country with mint 
lapping in circulation, each y no 
jership by reporting ©. . 
awards, job methods, Jo ‘ 
tor doings and facts of _— 
iction men. These are “= 
ublications that topped a 


wide survey. 


CONSTRUCTIONEER 

Serving the Mid- 
. dle Atlantic states 
Constructioneer area with circula- 
——— tion in New York, 
Penna., New Jer- 
sey, Delaware and 
Maryland — total 

10,636 


Page rate — 


$190.00* 


Se a a 


CONSTRUCTION NEWS 
MONTHLY 


Serving the states 
of Arkansas, East- 
ern Missouri, Lou- 
isiana, Oklahoma, 
Mississippi and 
Western Tennes- 
see—total 6,818. 
Page rate — 


$127.00* 
ee rd 


MID-WEST CONTRACTOR 


Serving the states 
lowa, 


Constructor 
Hows heathy «f 


of Kansas, 
Western Missouri, 
Oklahoma and 
Nebraska — total 
6,118. 


Page rate — 
$110.00* 


SOUTHWEST BUILDER AND 
Southwest ~ CONTRACTOR 


Builder Contractor 
Serving the area 


C TOURWAPULL 
of Southern Cali- 


fornia —total cir- 
culation 5,402. 





Page rate — 
$100.00* 


WRITE FOR READER SURVEY 


Must reading for all advertising to t 
ket. Gives complete tabulation of su 
readers — mest complete survey of 
ducted. Write to G. ‘ 
ber Exchange Bldg. Minneapolis, Minn. 
*Rates based en one page, one color, 


DIXIE CONTRACTOR 
be ah a craaileal Serving the states 
of Alabama, Flor- 
ida, Georgia, N 
Carolina, S. Caro- 
lina, Eastern Ten- 
nessee, Virginia 
and W. Virginia 
— total 5,826 
Page rate — 
$109.00* 


eae 


MISSISSIPPI VALLEY 
: samme CONTRACTOR 


Serving the states 
of Southern Illi- 
nois, Kentucky, 
Eastern Missouri, 
West Tennessee, 
North Mississippi 
and Arkansas — 
total 5,371 
Page rate — 
$115.00* 


TEXAS CONTRACTOR 


Serving the entire 
state of Texas — 
total circulation 
2,781. 


Page rate — 


$71.00* 


BOOK 


he construction mar- 
rvey of 58,560 ACP 
its kind ever con- 
L. Anderson, Secretary, 1022 Lume 


12 or 13-time. 
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MICHIGAN CONTRACTOR 
- AND BUILDER 


Serving the entire 
state of Michigan 
—total circulation 


3,161. 


Page rate— 
$60.00* 


ieteeeeierenhepetaesetisonmnnllanensvesiasinniniiateieniniveimatemnenmennian 


NEW ENGLAND 
CONSTRUCTION 


Serving the New 
England states of 
Maine, N. Hamp- 
shire, Vermont, 
Mass., Rhode Is- 
land and Conn.— 
total 4,726. 

Page rate — 


$100.00* 
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WESTERN BUILDER 


Serving the states 
of Wisconsin, 
Northern Illinois, 
Upper Michigan 
and Eastern lowa 
—total 3,121. 


Page rate— 
$68.00* 








Sales Tips from I. ndustrial Purchasing Agents 


been our company policy to 
Golden Rule in all per 

n and outside 

particularly 

e it has 

endors who 

1 our problems 

nen \ ho show i 

attitude regard 


r books, our future 


current problems. 

occasior vs ( v farthe m ity of the salesmen calling 
‘ of Purchases. Federal n us measure up to these standards, says 
ind Radio ¢ orporation, Clit ] Mogle, Director of Purchases, 


National Standard Co., Niles, Mich. 


The role of the industrial salesman today 
Is not merely to submit quot iT1ONns ind 
book orders. His principal stock in trade 
is the ability to work out application prob- 
lems for customers and to be readily avail- 
ible in the event of a breakdown. That 
part of his function relating to the use 
ind maintenance of the product he sells 
is most important. Scars are still visible 
1 certain places where, during wartime, 
sales personnel were either laid off or put 
it other work. There should be no re 
trenchment of sales service,” savs R. C. 
Wenz, General Purchasing Agent, 
Duquesne Light Co., Pittsburgh, Pa. 


Men like these spend more than $53,000,000,000 a year! 
— more than 41,000° of them read PURCHASING 


\lost major companies pay out ipproximately half their total income 
to supphers of raw materials, machinery, equipment, parts and service. 
These expenditures are controlled and directed by the Purchasing 
\gent, who must think in terms of quality as well as price, markets as 


well as materials, processes as well as machines. 


The PA bases his buying decisions on the facts about your products 
and your company. Make sure these facts reach him through your 
advertising as well as through your salesmen. Use PURCHASING 
the ove magazine read regularly by industry’s PAs — the basic miaga- 
zine on any industrial advertising schedule) PURCHASING, 

205 East 42nd Street, New York 17, N. Y. Offices in Chicago, 
Cleveland, Dallas, Atlanta, Los Angeles. 


*Based on survey, copy on request 


When you think of 
selling...think of 
PURCHASING 


@ om 





COpy chasers 


Question for copywriters: 


How’s your fog index today? 


SUMMER'S most gratifying 
reading, in our was Al 
Staehle’s contribution to the fine art 
of communication, an article in the 
June issue of his Factory on “How 
to Improve Your Writing.” 

The article is a review of Robert 
Gunning’s new book, “The Tech- 
nique of Clear Writing.” The book 


says something important to all of 


@ THE 
opinion, 


us who need to do some writing as 
part of earning a living. 

We, as long-time disciples of Dr. 
Flesch (“Art of Plain Talk”), wel- 
come Mr. Gunning into the lodge. 

And we congratulate Mr. Staehle 
upon his efforts to invite more at- 
tention, by business men, to a sore 
problem 

But not only does the average 


business man need to improve his 
So does the average copy- 
writer. The average reader of IN- 
DUSTRIAL MARKETING needs, we fear, 


writing 


as much as the average reader of 
Factory, to heed Mr. Gunning’s “ten 
principles of clear writing”: 
1. Keep sentences short. 
2. Prefer the simple to the com- 
plex. 
Prefer the familiar word. 
Avoid unnecessary words 
Put action into your verbs. 
Write the way you talk 
Use terms your reader can pic- 
ture 
tions). 


(that is, beware of abstrac- 


8. Tie in with your reader’s ex- 
perience. 





cul 
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9. Make full use of variety (that 
is, avoid cliches) 

10. Write to express, not to im- 
press 

Now, we've been writing that line 
at you for years, and we're sure 
that most of you will say, “Well, of 
course, I believe in those principles 
and follow them, too.” 

But do you on the whole? 

Mr. Gunning has what he calls 
“The Fog Index.” This is a kind of 
yardstick for measuring how well a 
piece of writing can be compre- 
hended 

Here’s how it works: 

1. Average out the number of 
words per sentence in a sample of 
copy at least 100 words long 

2. Count the number of words in 
that same sample having three syl- 
lables or more, not counting proper 
names or familiar combinations of 
short words like “bookkeeper.” 

3. Add the two figures and mul- 
tiply by 0.4. 

This will give you your “Fog In- 
dex.” It corresponds roughly with 
the number of years of schooling a 
person would require to read the 
passage with ease and understand- 


ing.” 


For the fun of it we picked out an 
ad at random in this same issue of 
Factory. It’s a Westinghouse ad 
promoting a new catalog on air han- 
dling equipment. Certainly couldn't 
be too technical, the copy . . we 
thought; certainly it wouldn't have 
too high a Fog Index. 


Here are the first 100 words 


*Fog Index for “How to Figure Your 


Fog Index ED 
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. METALWORKING PLANTS DEPEND ON THEIR 


METALS ENGINEERS 
FOR BUYING INFLUENCE 


Readers of Metal Progress are high in the confidence of 
Management. They learn firsthand how each producer’s metal 
or fabricating and processing equipment compares with that 
of others. They recommend or condemn a source — influence 
buying—according to their experience. 


Consider the Metals Engineers in these three plants... 


tn a plant that engineers and manufactures machinery and 
equipment for processing chemicals, petroleum, rubber and wood 


MANAGER PROCESS SUPERINTENDENT 
EQUIPMENT DIVISION 


Reader of Metal Progres: Reader of Metal Progress since 1949 


Supervises production for the entire 
plant. Consulted on performance of 
machine tools, heat treating furnaces 
and supplies, lubricants. Enters 
into specification of metals when a 


METALS ENGINEER 


SALES ENGINEER : TOOL ENGINEER 


Reader of Metal Progress since 194( Reader of Metal Progress since 1930 


Co-operates with the Assistant to the 
General Manager on the selection of 
all screw-machine stock, machine tools 
and cutting tools. 


MANAGER 
MACHINERY DIVISION 


Reader of Metal Progres 

As head of Machinery Engineering Wee a 

of all product this division is. ig You reach 20,000 Metals 

Sener oe ennne | Engineers — men who have 
iy specialized knowledge of 


METALS —through ... 














In the plant of a manufacturer of engines 


automotive and farm tool parts 


In the plant of a manufacturer of fastening 
devices and special tools 


ASSISTANT TO 
GENERAL MANAGER 
Reader of Metal Progress since 1951 
Consultant on specifications for 
eel, aluminvia, brass and other 
metals. Assists in selection of 
nufacturing machinery and is 
responsible for specifying cutting 
compounds and oils 


METALS ENGINEER 


METALLURGIST 


Reader of Metal Progress since 1949 


Responsible for metallurgical quality 
control 


METALS ENGINEER 


CHEMIST 


Reader of Metal Progress since 1943 


Specifies all chemical, heat treating 
and metallurgical supplies, laboratory 
instruments and equipment. Consulted 
on selection of metals employed in 
production; sources as well as alloys 


METALS ENGINEER 


etal 
WO Gt OF? a 


American Society for Metals 


7301 EUCLID AVENUE 


‘ CLEVELAND 3, OHIO 


—} 








CHIEF METALLURGIST 






Reader of Metal Progress since 1930 


Reports to General Manager. Specifies 

all heat treating furnaces, furnace 

parts and fixtures, salts and refractories. 
Specifies and recommends sources for 

all metals. Selects suppliers of 

forgings and specifies where each FER 


supplier may SE N GINEE 


CHEMIST 


Reader of Metal Progress since 1935 


Assistant to Chief Metallurgist 
Decides "yes" or "no" on equipment and 
materials for washing, heat treating, 
plating and other finishing 
operations, also on controlled 
atmosphere generators and instruments. 


METALS ENGINEER 


QUALITY CONTROL 


Reader of Metal Progress since 1936. 
Works out of Superintendent's office 
as trouble-shooter for Plant 
Engineering. Recommends changes in 
methods, metals and equipment on the 
basis of their performance 


METALS ENGINEER 


GENERAL FOREMAN 


Reader of Metal Progress since 1941 
Recently transferred from 
Metallurgical Engineering Department 
to position of General Foreman 
Influences buying of both metals and 
processing equipment 


METALS ENGINEER 


STAFF METALLURGIST 
Reader of Metal Progress since 1951. 
Has responsibility for metallurgical 
control through manufacturing stages 


Reports on quality of production in 
relation to the metals employed 


METALS ENGINEER 








vow Gulf Periodic Consultation Service 


heips plants cut lubrication and maintenance costs 


INDIVIDUAL LUBRICATION PROBLEMS SOLVED 








Who helped raise the dough? 


Kead about the important part banks play 


1 putting bread on your table 








Pretty simple, straightforward 


copy isn't it? 

But it has a Fog Index of 16! 
That copy Is easy reading for a 
man with 16 years’ schooling, not 
so easy reading for a man with less 
schooling 

Per- 


haps you and we wouldn't conside: 


Now here's a Goodyeai ad 


its first 100 words hard reading 


Its Fog Index is 14 

But the Bible scores around 6. 
And even the Atlantic Monthly 
scores less than 12 

Who are you to try to out-write 
the Bible and the Atlantic Monthly? 

Gulf Oil tries to. Read these 100 


words 


Fog Index 
While musing over copy written 


22 plus 


for Factory that is easy reading only 
for a person with 22 years of school- 
ing, we suddenly recalled a Chase 
National Bank ad which had struck 
us, recently, for the unusual clarity 
of its copy. So we measured its 


Fog Index 


Less than 9 

Better read it all, and see what we 
mean. Illustration is a loaf of bread 
Headline is “Who helped raise the 
(Imagine . . a bank said 
you be stuffy?) 
Subheadline is “Read 
important part banks play in putting 
Here's the 


dough?” 
that Now can 
about the 


bread on your table.” 


copy, all 189 words of it: 


More on Same . . The Dartnell 
Corp., Chicago, puts out a little 
booklet called “How to Write Better 
Letters” by L. E. “Cy” Frailey. He 
gives you the percentages of one- 
syllable words in the Lord’s Prayer, 
Shakespeare’s “All the world’s a 


stage” passage, and the Gettysburg 


address. They average respectively, 
72%, 70% and 73% 
syllable 

Mr. Frailey (you ought to order 
this book) suggests that you follow 
celebrated 


words of one 


the practice of these 
writers and keep your percentage 
of one-syllable words close to 70%. 

Not much below, not much above, 
either . . all readers aren't morons. 
A range of 70°-80° is recom- 


mended. Don't count proper names 








the chemical engineer 


...and he’s never happier than when he's 
putting together a new plant. In Mac- 
Intosh, Alabama, for instance —a place 
you never heard of — he’s chopping into 
the wilderness for Mathieson Chemical’s 
new $8 million soda and chlorine plant. 
Or take Salt Lake City where Phillips 
Petroleum has a $10 million refinery un- 
der construction. At Rome, Georgia, it’s 
a $25 million paper and board plant for 
Mead and Inland Container. In Louis- 
ville, chemical engineers are building . . . 

lways building, never built” is an 


old saying in the Chemical Process In- 
dustries . . . a profitable theme song to 


those who sell the market. For with 


building comes buying. . . buying by the 
billions. As the production brains behind 
the CPI, the chemical engineer is your 

ig buyer, too. And this year, more than 
ever important to you, he’s helping to 
spend a record $39 billion for new 
plants, equipment, materials and services. 

But how do you sell him . . . where’s 
the best place to get the busy chemical 


engineer's attention? That's easy... in 


is a builder 


ENGINEERING, his 


. the 


CHEMIC 


preferred publication central 
meeting place where more than 36,000 
engineering-minded men gather each 
month. For production-wise as they are, 
chemical engineers find it indispensable 
to their planning, progress and profits. 
And as an advertiser, you'll find it worth- 
while, too. Let us, or your agency, show 
you why. 

Chemical Engineering (A8C * ABP) 
A McGraw-Hill Public Qn 


330 West 42nd St., New York 36, N. Y. 








and technical words you can't do 
anything about 


All-Time Tops . . The loftiest 
Starch score we've ever seen in a 
business paper was registered in 
Business Week, last March, by a 
Bethlehem Steel 
page which was mostly illustration 


black-and-white 


. . a squared-up halftone, about 8 
inches deep, of a TV antenna tower 
photo’d from the lower end of one of 
Headline is nothing 

“A fifth of a mile 
straight up,” but the layout is excel- 


the guy wires 


to draw a crowd 


lent (note the typographical con- 
sistency and balance between head- 
line and signature) and the picture 
does invite curiosity. The 19% for 
“Read Most” translates into a cost 
ratio of 655%! 

There’s another outfit, you know, 
making ad readership studies. Out- 
fit called Readex. They use a dif- 
ferent method than Starch, and the 
findings are reported in a different 
form. 
the scorings of the same magazine 
“studied” by both Starch and Read- 
ex; if we find any interesting cor- 
relations, or lack of same, we'll be 


We have in our possession 


pleased to advise you. 

Anyway, the highest score of all 
ads in all Readexed issues of Con- 
struction Methods & Equipment was 
earned by Mine Safety Appliances 
Co. The ad is worth your attention. 

It’s a six-frame continuity strip 
with variations. One variation is 
The story is told in 
type under each drawing. Another 
variation is that the drawings are 


no balloons. 


introduced by a photograph of the 
actual person whose adventure is 
related in the strip. This makes it, 
right off the bat, a real story. 

Headline is in quotes: “ ‘Here's 
two reasons why I’m still alive and 
kicking’, says Frank Kramer, 
Bridgeman, U. S. Steel’s American 
Bridge Company.” Only the direct 
quote is in big type 

Then Frank goes on, in picture 
and caption, to tell about what hap- 
pened when “a drift pin dropped 
from 60 feet above picked my head 
It hit his Skullguard 
and bounced off. But that’s not all 
“That pin struck an I-beam, bounced 
back and hit me full in the face. It 
felt something like getting kicked by 
a horse.” And it knocked him right 
off the bridge beam. But 


for a target.” 








 * Jere’s Two Reasons Why In 
SD Still Alive and Kicking” 


C5 eels Aarne ite Company 








% Mine S 


He had his safety belt on. 

Pay-off: “Skullguard and Safety 
Belts have got my vote for man’s 
best friend ever since.” 

Under that: a couple of hundred 
words of selling copy, including tes- 
timonial. Such from American 
Bridge management. 

So that’s the ad that got the high- 
est Readex score so far. An ex- 
ceptional incident to work with. But 
the ad men didn’t muff it. 

Let’s send a Copy Chasers certif- 
icate to Account Executive FORREST 
R. ROSENBERGER, and Account Super- 
visor C. M. MORLEY, vice-president, 
both of Ketchum, McLeod & Grove, 
Pittsburgh, and MSA’s advertising 
manager, C. H. SANDERSON. 
Honorable Mentions, And . . 
We've been meaning (had too many 
things to tell you) to call your at- 
tention to the interesting Taylor In- 
strument Co.'s layout shown nearby. 

We think Sun Oil has an idea 
more of you can lift. (This is the 
same ad we liked so well last 
month.) All type . . had to be 
labeled “(Advertisement).” Head- 
line is large, covering the entire up- 
per third, but the type is reserved . . 
you can see it without either strain 
or shock. It runs four lines, thus: 


AT ATTITID A 


Then there’s a 
smaller type: 


1fety Appliances . . Highest Readex score 
New oil-extended synthetics cost less, 


last longer, increase rubber supply. 


Copy must run 500-600 words, but 
it’s interesting. Of course, the sub- 
ject is interesting, but we wonder 
why more advertisers, when they 
know they have a hot subject, don’t 
handle it just this way . . editorial 
style, with not even a picture if not 
needed. Fog Index: 12. 

That four-line headline reminds 
us that those arch rivals (for sales 
and high Starches), Allis-Chalmers 
and Worthington, are using three- 
line headlines quite a bit. 

“There is no substitute for experi- 
ence” is the noyel headline atop a 
Cornelius Co. ad. 

Speaking of cliches, there’s a 
whole bag full of them in this copy 
written in behalf of the Hydraulic 
Press Manufacturing Co. Headline 
is “Pioneering progress in plastics 
production.” See how many cliches 


you can find. 

the first company pioneer 
ics molding machinery in this country, 
takes its hat off” to the plastics industry 
for their unprecedented progress in pio- 

neering new markets for this wonder 
terial that has contributed so much to 
prosperous economy 
roven performance, plastics have 
for themselves the full-fledged 
classified as engineering mate- 
with metals, ceramics, 

other materials. 

as men with an eye to the future 
eye the properties of plastics 


io manufacturers and custom 





Tue Trarric Control man was no linguist. The pilot simply said, 

This is Scandinavian Airlines SK 871——” in English. And he 

received landing instructions in English, 

the offical aviation language of the world. 

American planes predominate on the 

airlines of almost every free country. Oper- 

° | ° ation and maintenance manuals, parts cat- 
Circu ation up 44.2% alogs, weather information—all in English. 
(nt de monte °98) The free world looks to America for 

leadership in air transportation—and for 

17 244 news of this great industry in manufac- 

1 turing, operation and terminals. The 

Manufacturing ...... . up 33.5% authority, at home and abroad, is American 


Airline, domestic and foreign . up 90% Aviation, No. 1 to land on desks that count. 
Airterminals. ........up13% 





New—New York Office 
~ at LaGuardia Field 
Greatest 4-Year Gain - ee 
*s Larges, 


in Aviation Advertising cae 


(first six months '52 vs '48) 


American Aviation up 128.4% = - 
Aviation Week. . up 125.0% merican outs - 
© Bi-weekly 


Aviation Age. . . up 97.7% © Monthly 


Airline Guide 


: i ® 
Aero Digest . . . up 3.6% © Semi-Annual 
*Not including classified or house advertising MEMBEE e a 
& 


Traffic News 


y 
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The 


competent men who sat down to sift hundreds of 
entries saw fit to honor MACHINE DESIGN with two first 
awards this year. Colin Carmichael, Editor of Machine 


Design, was very proud and happy to accept these awards 
from Ben Chapple at the N.I.A.A. Convention. 


BUT who were the real judges of these articles? 


The readers of MACHINE DESIGN judged not only these 


articles but all articles in these issues. The editors received 




















7,183 requests for tear sheets of articles in these two 


issues. There is nothing unusual about this response from 
MACHINE DESIGN readers. Every month an average of 


over 3,500 individual requests are received for tear sheets 


of articles. 


As an advertising man you can readily recognize that this 
kind of live reader interest is what makes advertising in 
MACHINE DESIGN pay off. 


Winning Editorial Awards is not new to MACHINE 
DESIGN’s Editors. These two first place awards received 
this year bring the total for MACHINE DESIGN to 10 
awards since 1940. It is the only design publication so 
consistently honored. 


A Penton Publication 
Penton Building, Cleveland 13, Ohio 








Fog Index: 21 

Still on the subject of cliches 
We'd like to say that we get irritated 
by headlines that go “From Blank 
to Blanks” or “Blank or Blank,” 
followed by copy that says no matter 
what business you're in, we are just 
the babies for you. 

You know . . “Cranes to Comput- 
ers” (Douglas Aircraft) . . “Hosiery 
or Hammers” (Gulf Oil) .. “‘Wheth- 
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er You're Killing Bugs . . or Making 
Drugs . . or Fueling Tugs” (Inter- 
national Nickel). 

When things get tough in the copy 
department, there’s an idea for you, 
kids. 

Here's another. “There are many 
waterfalls but .. only one Niagara.” 
Followed by “There are many coat- 
ings but . . only one Insul-Mastic.” 
That's Insul-Mastic. 

Mead Paper Corp. is getting back 
at Champion. Will Champion get 
back at Mead? Who will be suc- 
cessful in getting the name biggest? 
Mead, probably. Four letters 

Gustin-Bacon, all in one 7x10” 
ad, accomplishes the following: 

a. shows two air views of two 
plants 

b. reproduces its “creed” (sam- 
ple: “to manufacture quality prod- 
ucts’’) 

c. mentions the long glass fibers 
spells _ it 


in its insulation and 


“l-o-n-g.” 


O. Smith 


We're sort of sorry, in a way, 
that Fairbanks-Morse has fitted the 
last piece into its jigsaw puzzle (see 
cut. Now some poor copywriter has 
to go back to work. But it was a 
great idea while it lasted. 

“Don’t shoot the piano player . . 
He’s doing the best he can” is the 
title of a tour de force devoted to the 
fact that Visking Corp. is having a 
hard time satisfying demand for Vis- 
queen film. 

The General American Transpor- 
tation Corp. ad defers description. 

We usually don’t approve of using 
color except functionally. When 
used just to get attention, it doesn’t 
get enough more attention than 
black-and-white to pay its way. 
We've found an exception to this 
rule. A. O. Smith ran an ad about 
installation of A.O. welding ma- 
chines. The headline was: “4,000,000 
pounds of weld metal . . no shut- 
down in 2 years,” and copy was full 
of facts and figures substantiating 





AUTOMOTIVE 
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CHILTON gre BE ond News of automotive and aviation manufacturing 
® ... America’s largest industrial market 
from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 


* Publication 








NPA HAS INDICATED that automobile production next year should start at an annual 
rate of five million passenger cars. The agency has told the industry that first 
quarter production allowances probably will be set at one and one-quarter million 
cars, although it expressed some doubt that enough steel would be available to build 
that many. However, industry spokesmen are optimistic over the way steel production 
is rising, and believe that enough will be available by early next year to meet the 
production quotas. 


LINCOLN-—MERCURY DIV. is moving its automobile assembly operations from the old 
Lincoln plant in Detroit to the new assembly plant at Wayne, Michigan. Transfer of 
machinery, equipment, and partially fabricated assemblies will be completed with no 
loss of production by about mid-October, at a cost of more than $1 million. 


TOTAL WHOLESALE VALUE of all automotive and aviation products has tripled in the 
period 1946-1952. Preliminary estimates for 1952 indicate a total of $21.3 billion, 
representing a gain of almost $1 billion over 1951. The automotive and aviation 
industries represent America's single largest industrial market. The ONE magazine 
for penetrating this vast industrial field is AUTOMOTIVE INDUSTRIES, the news 
magazine of automotive and aviation manufacturing. 


A LARGE INCREASE in automotive installment credit during June helped push out- 
standing credit at the end of that month to the second highest level on record-——more 
than $20.2 billion. Direct credit by automobile dealers increased $262 million 
during the month and installment credit loans by banks and other finance agencies, 
much of it used to finance car purchases, rose $291 million. 


CHRYSLER CORPORATION is the second of the Big Three to announce it has developed 
an air-conditioning system for automobiles. While its announcement did not specifi- 
cally say if, and when, the unit would be offered, it is understood that it probably 
will appear on the Chrysler line for 1953 as optional equipment. General Motors 
revealed that it would offer air conditioning in 1953. 


OUT OF THE 100 leading prime defense contractors found in the Munitions Board 
Report 3-C, of May 15, 1952, a total of 84 companies are covered fully by AUTOMOTIVE 
INDUSTRIES with 5,014 subscribers. These 84 companies account for 92.9% of the 
total dollar value of contracts awarded to the 100 leading companies. 


FORD MOTOR CO. has been given a contract to design, construct, and test a new 
quarter-—ton 4-wheel drive military vehicle. Under an earlier contract, Ford had 
beer awarded a development program and has come up with a design for a completely 
new vehicle with new engine, chassis, frame, and body which is said to be lighter, 
sturdier, and to have better performance than any similar vehicle now produced. 


THE AUTOMOTIVE AND AVIATION INDUSTRIES will spend over $11 billion for parts, 
materials, supplies and production equipment during 1952. Your No. 1 medium for 
penetrating this vast and profitable industrial market is AUTOMOTIVE INDUSTRIES, 
reaching over 14,500 design, production, engineering, administrative and purchasing 
executives in over 3,100 automotive and aviatioarg plants. 


CIVIL AERONAUTICS AUTHORITY and the Census Bureau report that order backlogs in 
the aircraft industry are up nine per cent since the end of last year. The agencies 
estimate that manufacturers of aircraft, airplane engines, and propellers had orders 
totaling more than $13.8 billion at the end of March. 














the headline. 

Well, a year later, they took that 
same ad in one hand and a pen in 
the other and wrote over that ad in 
red ink bringing the facts and 
figures up to date. Now it’s 
“6,000,000 pounds of weld metal 
no shutdown in three years!” 

We're probably wrong in this, but 
we think these patriotic spreads 
General Cable Corp. is running are 
a waste of time. Here's the copy in 
one of the ads which is headed, “A 
strong America is the bulwark of 


freedom!” 


The sentiment is all right, but the 
Reads like 
the sound of a small-town politician 
on the Fourth of July 

The same criticism can be made 


prose is so ponderous 


of the Aetna Ball & Roller Bearing 
ad with the Statue of Liberty as an 
illustration and as a headline: 


The copy is completely without 
taste, combining patriotic editorial 


with commercial! 


We suppose they think they were 
clever using a popular figure for an 
illustration without having to pay 


for a model release 


Meant to Mention . . So many ad 
competition awards to criticize, we 
haven't had chance to tell you about 
a handful of ads that caught our at- 
tention some months ago. 





UNITED STATES RUBBER COMPANY 





THE WIRE 
with tHe Perfect Temper 


{Chase p> srass 2 copper 


* “How did U. S. Rubber stop the 
bedlam on the 45th floor?” Won- 
derful drawing of a skyscraper as a 
passing bird might regard it. Copy 
tells how U. S. Rubber engineers 
stopped the racket of “water ham- 
mer” in the plumbing with a rubber 
expansion joint. Picture of it be- 
low, too, compared with a metal 
joint. This one came off the type- 
writer of WILLIAM GOLDEN, Fletcher 
D. Richards, Inc., Advertising, New 
York. 

We don’t often go for what the 
originator thought was cute. But 
we sorta go for the Chase Brass 
angel. 


* Nice campaign Standard Pressed 
Steel Co. is doing. The pictures look 
real . . probably are real (see cut). 
Good copy; read some, under the 
question “What are Flexloc Lock- 
nuts?” 

assemblies to- 


n't work loose 


are headaches, or 
they may necessi- 
jown. When that 
assembly lines 
romises are not kept. 
1 simple solution 
they don’t work 
they stay put, they 
ved with a wrench 
Self-Locking Nuts 


value than most 


FLEKLOC LOCKNUT OVISION 


JEREIMTOW NM, PENRN TOYAMA 
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| ENCLOSE CARD OR STAMPED 
ENVELOPE FOR REPLY 


COUNT THE RESULTS YOURSELF 
WHEN REPLIES COME IN 


AND WE’LL PICK UP THE CHECK 


Now that Fall has come around again, you're 
probably working out your advertising sched- 
ule to the oil industry. If there is the slightest 
question in your mind about which oil paper 
is your best dollars and sense investment, 
let US spend OUR money to give you the 
proof. You want to know which oil paper 
your customers and prospects prefer and 
actually read. Ask them... yourself! Get 
their unbiased, uninfluenced replies . . . sent 
directly to you. We foot the bill. 


For over NINE YEARS we have made this 
offer because we are confident a Reader 
Duplication Survey or Readership Preference 
Survey will prove to you what they have 
already proved to so many others: 


The Oil and Gas Journal is the ONE oil 
publication in which to concentrate your 


advertising ... to the extent of first doing a 
dominant, impressive job in the leading 
paper, before spreading your budget too thin 
in some of the “30 other oil papers.” 


We invite you to prove AT OUR EXPENSE 


1. Which oil paper your own customers 
and prospects read and prefer 


The very high percentage of duplica- 
tion you get in the second, third and 
fourth oil paper 


Select your list from any or all divisions of 
the oil industry: drilling, producing, pipe line 
refining, natural gasoline or from any 
occupational group within these divisions 

in any geographical area. Select up to 500 
Write your own letter. Tabulate the returns 
yourself 
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Next Week 


385,000 More Mouths 
Te Feed miss ras s0.000.000 mone 
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Fog Index .. under 9. Written, on 
a clear blue day, by NORMAN MEYER, 


Gray & Rogers, Philadelphia 


% Babies and dogs, it used to be 
said, were the best pictorial devices 
for getting people to stop at ads. 
Ain't true any more, and certainly 
not in business papers. But Lion 
Oil Co. made a mark we think, with 
a whole bunch of baby’s heads (or 
should we say “babies’ heads?) and 
the headline “Next week 385,000 
more mouths to feed.” Copy tells 
how “Lion Petro-Chemistry is help- 
ing solve one of the world’s most 
. how to feed the 


earth's rapidly growing population 


urgent problems . 


from the same amount of crop- 
producing land.” Written by that 
big grown-up, JOHN JACKSON, copy- 
writer for Gardner Advertising Co., 
St. Louis. 


* H. G. Elliott apparently is related 
somehow to Elliott addressing ma- 
chines. A while back he had some- 
thing on his mind he wanted to tell 
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Business Week readers about so 
bought a column and headed it: 
Talking 


And here’s what he said: 


remain 
the public 


jifferent kinds of 


Yompany has become the 
addressing machine 


1aaress 


Addressing fr 


yl send you this b 


And he signed it “H. G. Elliott” 
with his pen and had his address 
set in type underneath. 

Well, we like it. It’s personal, it’s 
honest, it’s convincing. Written, we 
presume, by H. G. Elliott. 


The Copy Chasers 


Problems in marketing 


ntinued from page 24 


not obsolete or discontinued. 

4. In view of the fact that you 
and your company are sold on the 
value of properly maintaining a 
stock room, why not promote your 
service a little among salesmen and 
other interested persons in your 
company? Every 60 or 90 days, 
send out a reminder note, listing 
all the bulletins, brochures, catalog 
sheets, etc., available from your 
department. 

5. The quality of literature pre- 
offered by suppliers 
varies all over the lot. Some of it 
and some is a 


You'd be help- 


pared and 


is extremely good . . 
bit on the sad side. 


ing both your suppliers and yourself 
if you could, from time to time, 
offer constructive criticism aimed at 
making literature even more help- 
ful. If your salesmen are not using 
certain printed pieces, there’s prob- 
ably a good reason for it. Ask them 
why these do not measure up as 
selling aids they'll be glad to 
offer their criticism. Then pass the 
salesmen’s comments on to the sup- 
plier concerned in most cases 
he'll appreciate your cooperation. 


[How have you solved your liter- 
ature room problems? INDUSTRIAL 
MARKETING will be glad to receive 
ideas and suggestions based on your 
own experiences in operating lit- 
erature rooms. . ED.] 





TYPE TIPS BY LINOTYPE 


CALEDONIA 


Here’s a “classical” modern 
face! 

One look at Linotype Caledonia can 
show you why this modern face has 
become such a favorite in the book 
and magazine fields as well as for 
advertisements and display matter. 
Caledonia’s even, medium weight, 
its “liveliness of action” are the result 
of careful study of earlier designs by 
one of America’s most famous type 
designers, W. A. Dwiggins. 














Start with a generous 
portion of Scotch... 

Scotch Modern, one of Caledonia’s 
ancestors, served as the point of de- 
parture for Dwiggins’ new alphabet. 
Look at the Caledonia curves. They 
get away from the straight stems 
with a flick that recalls the callig- 
rapher’s pen stroke. Caledonia has 
grace without fussiness—no hairline 
thins that can disappear and spoil 
the color of a page. 

Caledonia reproduces very well on 
smooth-finished, antique or coated 
stocks and its use has been greatest 
in the better publications. In large 
sizes it is an excellent display face. 


“Scotch is Scotch” 

There’s a story in how Dwiggins 
came to design Caledonia. He had, 
as he puts it, “a strong liking for 


Scotch” He tried “sweating the fat 
off it? but that didn’t help. He tried 
combining elements of Baskerville, 
Bodoni and Didot, also early mod- 
ern faces, but all that resulted was a 
kind of Scotch pudding, a rehash of 
earlier forms. 














“Aye, yon swing takes my fancy!” 


In pursuit of “lively” 
curves... 


Still looking for a modern air com- 
bined with “livelier” curves, Dwig- 
gins turned to Bulmer’s type, first 
cut by Martin in 1790. Though its 
letters were a little more slender 
than those he had envisioned, they 
had the “swing” he wanted. By add- 
ing a little weight, and by making 
the finishing strokes at the bottoms 
of letters cut straight across without 
“brackets; Dwiggins drew his en- 
tirely new alphabet that restored the 
vigor of Scotch by adding contem- 
porary snap and crispness. He christ- 
ened the face CALEDONIA in 


honor of its ancestry. 


Choose the Size and 
Weight! 

The basic Caledonia design is avail- 
able in three distinct series, in sizes 
to accommodate practically every 
need. For text needs you can choose 
between Caledonia with Italic (6 to 
24 point) and, when emphasis is de- 


sired, Caledonia with Bold (6 to 14 
point). Then there's the Caledonia 
Bold with its own Italic series to pro- 
vide the somewhat weightier note, 
also available in a 6- to 24-point size 
range. And finally, there’s Caledonia 
Bold alone for display heads, in sizes 
from 16 to 36 point. Specify Cale- 
donia in the form you prefer for that 
next job—and enjoy the economy of 
Linotype composition plus the clar- 
ity and vigor of this excellent design. 


Caledonia Specimen 
in Process 


A new specimen booklet for Lino- 
type’s Caledonia family is now being 
prepared, It will comprise full show- 
ings of each of the three series (Cale- 
donia with Italic or with Bold, and 
Caledonia Bold with its Italic) in all 
point sizes. And it will be chock full 
of ideas on how to use Caledonia for 
many advertising and printing pur- 
poses—both heads and text in ads, 
as well as for brochures, catalogs, 
books and periodicals. 
To reserve your copy, just mail the 
coupon below. The booklet will be 
mailed when it comes from the press. 
This advertisement is set in 10- 
point Caledonia with two point 


leading. Sub-heads set in 14- 
point Caledonia Bold Italic. 


Dept. Z-10 

Mergenthaler Linotype Company 
29 Ryerson Street 

Brooklyn 5, N. Y. 


Please reserve my copy of the 
New Caledonia Specimen Book. 


Name 
Title 
Company 


Address 
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a trip to the Moon 


All aboard for Celestial Airlines Flight 371 ... non-stop to the moon! 


Flight of fancy? Perhaps. But if it comes to be, it will result from the 
talents of an IRON AGE reader. A production man, alert to IRON AGE 
reports of newer dies, more effective machine tools. A metallurgist, eagerly 
scanning the news for stronger alloys to sheath this super ship. An engineer 
delving into IRON AGE pages for superior ways of welding, casting, forg- 
ing, machining, finishing. A top administration man, looking for the how, 
where and when. 


All these men are readers of The IRON AGE ... all top metalworking 
executives of vision, be they administration, production, engineering or 
purchasing. 


THE IRON AGE . . . METALWORKING’S NO. 1 NEWS MEDIUM 


The IRON AGE keeps metalworking posted on the latest news of the indus- 
try ... first to flash helpful, important developments so necessary to men 
who plan for the future. The IRON AGE was first to report on electro- 
mechanical machining; first to investigate and keep on top of titanium; 
first to report on shell-molding; first in a prize-winning series of articles on 
boron steels. IRON AGE readers have long learned to expect up to the 
minute, accurate data on markets and prices, manufacturing, controls, 
materials—everything that goes into the fabrication of a metalworking 
product, whether hairpin or rocket ship. 


THE IRON AGE... METALWORKING’S NO. 1 ADVERTISING MEDIUM 


Each week The IRON AGE presents a panorama of subjects affecting all 
branches of metalworking. Its authoritative technical articles, news flashes 
and special market reports, skillfully written and interpreted by experienced 
editors provide the.broad horizontal appeal of The IRON AGE. This edi- 
torial appeal is the magic element that attracts 136,958 metalworking exec- 
utives in administration, production, engineering and purchasing. 

These are the men who are the proven buying influences in metalworking. 
Reach these men in the vast $80 billion metalworking market through The 
IRON AGE... the most economical advertising medium. 


The most successful salesman in the industry . . . lironAge 


No. 1 in metalworking 


A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y. fog 
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Presented fo: 
Mr. R. C. Knight, 


Name 


City. Davenport. | 


Industry and Product 


Present User [] yes [%no. 
Representatives Name 


Sales Office 





PLATECOIL TECHNICAL DATA MANUAL 


Company . Pioneer Central Division, Bendix Aviation Corp. 


Address .Hickory. Grove Ave.,..... 


Aviation Controls — 


Prospect yes C0 no. 
oc OD. 
W. P. NEVINS COMPANY 


Class of Prospect KX} A (]B 


53.W. Jackson Blvd., Chicago 4, Ill, 


N? 1853 


— of 
Title.. Plating... 








‘Registered distribution’ gets 


costly literature to right man 


By L. S. Worthington 


® WHEN a slim, 32-page technical 
manual cost us something like $5 a 
copy to produce, our problem was 
to distribute each copy where it 
would do the most good and to 
avoid waste 

Both the cost per copy and the 
distribution problem are not uncom- 
mon for industrial advertisers who 
prepare technical literature to help 
potential customers understand 
product applications 

Kold-Hold Mfg. Co., Lansing, 
Mich., maker of Platecoils, a tank 
heating and cooling medium for a 
variety of industries, has found the 
answer in “registered distribution.” 

We sell our product nationally 
through 50 manufacturers’ agents 
who sell to (1) industrial plants that 
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use Platecoils in their existing tanks 
and (2) original equipment manu- 
facturers who put Platecoils into the 
washers or tanks that they build. 
“Registered distribution” enlists the 
cooperation of these manufacturers’ 
agents in getting every copy of the 
technical manual to the right man. 
The manual explains applications of 
Platecoil to the “right man.” 

We insert a registration card in 
every copy. The card is designed so 
that, when filled out, it will give in- 
formation on the individual and the 
company receiving the manual 
including the name and title of the 
individual, the product application 
involved and the type of product 
the customer makes 

Additional space is provided to 


show the name of the sales office es- 
tablishing contact with this company 
and the name of the individual sales 
representative who delivered the 
registered manual. Success of this 
system hinges on the fact that all 
manuals are personally distributed 
by the manufacturers’ agents, who 
talk to the buying influence, ask him 
questions and fill out the card on the 
spot when delivering each manual. 

Five dollars may seem like an ex- 
cessive amount of prorated cost per 
copy, but when Kold-Hold found 
that there was a need for a technical 
data manual in the Platecoil field, 
it also discovered that it would have 
to start from scratch. Although the 
information necessary was not ex- 
clusive to the company’s product, 
there was no existing data to answer 
certain questions raised by its sales- 
men and customers. 

To get these answers, and to per- 
mit Kold-Hold to produce a com- 
plete technical manual, the company 
authorized the Battelle Memorial 
Institute, research organization, 
Columbus, O., to spend several 
thousand dollars for exhaustive 
tests. Using all of the research in- 
formation developed by the institute, 
and all of the standard engineering 
information available in text books 
and libraries, the company achieved 
its objective . . a manual containing 
more technical information on tank 
heating and cooling than can be 
found in any other single source 
known to us. 

But it represented a substantial 
investment. Ordinary production 
costs . . handling, gathering and or- 
ganizing the material, preparing and 
printing the manual . . came to 50¢ a 
copy. But the main cost was in 
research with the institute. This 
included both _ out-of-the-pocket 
dollars and time spent by the com- 
pany’s engineering department in 
working with the research organiza- 
tion. Ultimate total cost: about $5 
a copy. Naturally, Kold-Hold was 
determined to make this investment 
pay dividends. 

In accomplishing this, the agents 
were fully cooperative. Recognizing 
that the product needed the support 
of technical literature, like most 
other products in industrial market- 
ing, they willingly agreed to the 
distribution plan. They personally 
distributed copies to more than 4,000 
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$2; Million Worth of Castings Every Hour! 


That's what the dynamic foundry in 
dustry produced in record-breaking 
1951! With a whopping total of 19,000,- 
000 tons of production valued at better 
than five billion dollars, America’s 
foundries topped every previous record 

. including the peak production war 
years. 


Things are happening in the foundry 
market. Foundries are spending over 
one million dollars every hour for ma- 
terials and supplies ... and two million 
dollars every week in capital invest- 
ments. 


HAVE YOU GOT YOUR COPY OF THIS VALUABLE MARKETING GUIDE ? 


‘How To Sell The Foundry Market” is free. Write 
us or ask your FOUNDRY representative and a 
copy will be mailed to you. 


It’s Time to Sell to Foundrymen 


WHEREVER METALS 


That's why alert management men are 
giving special attention to this mass 
production industry. It pays rich divi- 
dends to the companies that recognize 
foundries as a separate market well 
worth going after with an independent 
and intensive sales effort. 


And the best way to get your story to 
foundrymen is through FOUNDRY. 
With its 45,000 readers, FOUNDRY 
gives you blanket coverage of the 
foundries that have 94% of the indus- 
try’s melting capacity. 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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WHY 14 ISSUES? 
The publishing policy of Electric Light and 
Power has always been to cover — and cover 
thoroughly — the engineering practices of 
electric power company operation. 


Today, with the vast expansion in the electric 
power industry, where they are spending 
more than $3 billion a year — where boilers 
are getting bigger and hotter — where trans- 
mission voltages are climbing higher and 
higher — this kind of information is more 
important than ever before. 


To supply this information, it is often neces- 


sary to devote an entire issue to one specific 
subject in order to cover it thoroughly. EL&P’s 
annual statistical issue is one example; our 
February, 1952, issue on aluminum practices 


is another. 


These were not special issues in the sense that 
the subjects were created and then covered 
by editorial material. The subjects existed. 
They existed because they were of top im- 
portance to key men in the industry. 


Looking ahead to 1953, we recognize two 


subjects that are assuming major importance 
to the entire electric power industry. To serve 
our readers, we are adding two issues to our 
regular publishing schedule, and will provide 
them with information we know they want 
because we have already discussed the subjects 
with leaders in the industry. 


FOREIGN PRACTICES ISSUE 


While the American Power Industry has been 
busting at the seams, big things have been 
happening in Europe. 

It has been a big job to repair the power 
plants and transmission lines damaged by 
World War II bombs. In some cases, Greece, 
for example, it was impossible to patch them 
up. European engineers had to start from 
scratch. This gave them an opportunity to 
build from the ground up, using only the 
latest equipment and methods developed here 
and abroad. 


With both United States and Europe in the 
middle of huge construction programs, elec- 
tric utility operations overseas have assumed 
a new importance during post-war years. The 
closer economic unity fostered between U. S. 














and its Western Allies has been marked in the 
utility industry by a growing number of in- 
ternational technical meetings on standards, 
operating practices, and operating procedures. 
There is a broad field where engineering prac- 
tices and technical thinking in the U. S. and 
abroad would benefit by an interchange of 
ideas. A number of interesting developments 
are emanating from the rebuilding of central 
European power systems. 


All of these activities will be reported in a 
Foreign Practices issue scheduled for publica- 
tion the first week of March, 1953. Our pre- 
liminary discussions with industry executives 
indicate that this new feature will have an en- 
thusiastic reception and long-lived readership. 


MANAGEMENT PRACTICES ISSUE 


A second subject that is assuming greater and 
greater importance in the power industry is 
management practices. The tremendous 
growth of the industry, the broad expansion 
of individual companies, has brought today’s 
management face to face with new problems 
— long-range system planning; developing 
executives; training personnel; government 


regulations; tax problems; public relations; 
these and many more are complicating the 
management job. They are problems on which 
management men want help. Electric Light 
and Power is going to provide that help by 
devoting an entire issue to the subject. 


Here is what we are going to do: 


For twelve months we are going to study the 
management practices followed by companies 
in the Electric Power Industry. At the end of 
this period, a complete report will be pub- 
lished in an extra issue of Electric Light and 
Power the first week of August, 1953. 


MAKE YOUR PLANS NOW! 


A full advertising schedule in 1953 must in- 
clude these two new issues. All of the 14 
issues are important because they will cover 
subjects of top interest to every man in the 
Electric Power Industry. In your budget 
planning for next year — 


Remember 


ELECTRIC LIGHT AND POWER 
WILL HAVE 14 ISSUES IN 1953 
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sales promotion 


What is the question most Seniors 


. 


Future Customers? .. 


comment on catalogs 


exhibits f motion pictures 





would like a company president to answer? 


Wihthatl. v4 


Question-answer ads to students 


build industrial relations 


® PITNEY-BOWES, Stamford, Conn., 
has gone to a lot of trouble to put 
over a promotion that seems modest 
enough but that may help to make 
future customers 

The promotion was started in 
Stamford but was designed to set 
the pattern for similar promotions in 
company branches throughout the 
country. The company conducted a 
survey of local high school seniors 
ibout to graduate, and asked them, 
What is the one question you would 
most like to ask the president ol 
a company like Pitney-Bowes, if 


no /1 


you could talk with him in his office 


alone?” The company made a com- 
posite of the questions received and 
turned it over to President W. H. 
Wheeler, Jr Wheeler 


wrote a 700-word answer which was 


President 


published in an ad in the high school 
yeal book 

Reprints of the ad were mailed to 
250 local opinion leaders in educa- 
tion, the clergy, business and labor 

The aim of the promotion was to 
help give students, faculty and the 
public a better understanding of in- 


dustry (and of Pitney-Bowes in 


booklets / direct mail 


slide films f sales helps 


particular) and its purposes and 
philosophy. The company hopes to 
interest other companies and stu- 
dent editors of other school annuals 
in similar “question-answer” ads in 
school publications. 

The composite question used in 
Pitney-Bowes’ first ad of this type 
represented what was uppermost in 
the graduates’ minds: “What qualifi- 
cations do I need to get a good job 
and advance?” In his reply which 
ran in the ad, President Wheeler 
said that the 
needed was “old-fashioned char- 
acter.” He elaborated: 

“Call it what you like. . 
honesty, decency, sportsmanship or 
simple morality . . it’s the thing we 
seek and recognize first, because 
corporations, after all, are people, 
and we want Pitney-Bowes staffed 
and managed by people having 
character. . . In business, as in your 
personal life, it’s the thing that gives 
you courage to do the right thing 
simply because it’s the right thing, 
and not just because it’s ‘good busi- 


qualification most 


integrity, 


ness’ or will ‘pay off.’ 

“It’s the thing that guides a di- 
rector at the board table, and the 
machinist at the bench lathe. It 
gives us the guts to say ‘not inter- 
ested’ in the fast buck, the nice 
deal, the smart move : 

An important aspect of the project 
was the mail campaign of ad re- 
prints distributed among opinion 
leaders in Stamford. Quantities of 
reprints also were supplied to the 
company’s branch managers, who 
were advised to distribute the re- 
prints in their own communities 
among customers, civic leaders and 
even friends and relatives. 

The company hopes that the proj- 
ect, in addition to its public rela- 
tions function, will help build a few 
future customers in the next gen- 
eration of buyers. 
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Envelope blurb helps keep 


mailing lists accurate 

Continually checking mailing lists 
against directories and incoming 
letters is one way of keeping them 
up-to-date, but it is an expensive 
and time-consuming way. Far 
preferable to have recipients send 
in their own revisions. 

One of the most effective ways 
that the Chicago Bridge & Iron Co., 
Chicago, has found to enlist the 
help of recipients is to print the 
following note on the face of its 
mailing envelope 

“Are we addressing you correct- 
ly? If not, please clip the front of 
this envelope and return it to us 
under separate cover with correc- 
tions.” 

The company reports that the ef- 
fectiveness of printing this blurb 
increases with use. Each mailing it 
receives an increasing number of 
fronts of envelopes with notes ask- 
ing removal of an addressee’s name 
or revision of his address 


It costs practically nothing 


Breezy memos to distributor 
salesmen hit home sales points 
> 

How to keep distributor salesmen 
thoroughly informed about detailed 
product features is a problem the 
Buckeye Tools Corp., Dayton, O., 
manufacturer of air and _ electric 
powered portable tools, has solved 
with a light personal touch and a 
bit of sugar coating 

Realizing that product informa- 
tion and sales helps sent to distrib- 
utor salesmen often failed to make 
an impression because the salesmen 
were constantly deluged with sim- 
ilar material from the other com- 
panies they represented, Buckeye 
tried sending a series of informal, 
breezy, mimeographed letters bear- 
ing the signature of different key 
members of the sales and technical 
staff. These letters tried to explain 
benefits clearly 


technical product 


and simply. They went out on con- 
fidential-looking inter-office forms 
They were a trifle corny, but they 
worked 

Although the letters 
tended for consumption only by dis- 


were in- 


tributor salesmen, numerous sales- 
men requested additional quantities 
to distribute personally as a sales 


aid to prospective customers 
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GENERAL LaTTER # 588 
SUBJECT 


ware om ont DECEMBER ADVERTISEMENT 


suelEcT Om. 


To All Representatives 


Inter- Office Correspondence + ®UCKEYE TOOLS CORPORATION 


srow Earl Hamilton 





Gentlemen: 


after honing. 


toe weer a 
a 


GROUND 


surface area tremendously. 


customers and prospects. 





Being a rather serious-minded fellow, as all Engineers are supposed to be, I don't 
have much truck with the boys in the Buckeye Advertising Department. Yesterday, 
though, while passing through the Ad Offices, I happened to notice the attached 
preprint of the latest Buckeye Magazine Ad. 


Giving it my usual cold, detached ap raisal, I had to admit the boys really said 
something this time. They put together ea pretty good story about the fact that we 
are now honing the cylinders in all Buckeye tools, "A* series to “F" series inclusive. 
Only one thing wrong with this ad <- = it doesn't say enough. 


Por example, here's a simplified, exaggerated drawing of a cylinder wall, before and 


Obviously, grinding alone leaves plenty of high spots that cut down the surface area, 
as far as contact is concerned, on the inner wall. 
to a smooth, mirror-lile finish we elirinate almost all of the spots, increasing the 


Now, even an ad man knows that « greater surface contect area will increase the life 
of the tool. That means longer service life and greater freedam fram tool maintenance 
costs, like it says in the attached ad. 


Ani even I mow that longer tool service life and lower tool maintenance costs means 
plenty to customers and prospects. And, I might add, that the fact thet this extra 
production process doesn't cost a penny more will mean a great deal to cost-conscious 


Ani these days, everyone is cost-conscious, apparently, except Buckeye production. 
They just go on, making better and better toole and hang the cost. Anyway, it ends 
up fine for you = = you have better tools to sell, when you sell Buckeye. 


sate November 8, 1961 








HONED 


Now, when we hone this inner wall 


Yours very truly, 
Fant Maswstlons 


Earl Hamilton 








Light Touch .. 





for you-at no 
extra cost! 


St aan 
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PORTABLE AIR AND ELECTRIC TOOLS FOR InDUSTAY 











Kaiser direct mail magazine 


keeps ‘selling’ to a minimum 


Aimed at entertaining its readers, 
while holding its sponsor's adver- 
tising message down to a whisper, 
a new monthly 
“Alumination” is being sent free of 
charge to a list of aluminum fabri- 
cators and users by Kaiser Alumi- 
num & Chemical Sales, Oakland, 
Calif. Co-published by the com- 
pany’s distributors, the publication 
has a circulation of over 36,000 


magazine called 


copies and is said to be the first of 
its kind in the light metals field. 

It is an attractive, color-illustrated 
magazine of digest size, 28 pages, 
most of which are devoted to gen- 
eral interest material purchased 
from free-lance writers and pho- 
tographers at magazine prices. Alu- 





How many turret lathes 


could you sell here? 


Hardly a likely prospect for metalworking sales, this placid 
residential district! But these homes were replaced just two years 
ago with the modern machine works shown below. The same rapid 
expansion is happening throughout Metalworking America. 
Weed-grown fields, outdated homes and old buildings are turning 
into bustling metalworking plants... lucrative outlets for 

your products. This means a whole new market is being added 

to the hundred-billion-dollar metalworking industry. STEEL helps 
you reach this expanding market as it grows. Through its 
continuing up-to-date census of metalworking, STEEL keeps close 
tabs on new plants under construction... ferrets out the men 
with buying influence .. . reaches these executives through 
distribution that is carefully controlled. Ask the man from STEEL 
to show you how this fast-growing magazine keeps pace with 

the dynamic metalworking industry. 


The magazine of the men who 
manage, operate and buy for the 


Metalworking industry . . . 








In all the 


engineered construction 


markets, 
the CIVIL ENGINEER 


is the mainspring 


and the final authority. 


As owner or top executive of contractor 
organizations, the Civil Engineer exer- 
cises key purchasing authority. 

In his planning capacity, the Civil Engi- 
neer specifies the materials and equip- 
ment to be used on the project. 

Then, in his supervisory capacity, the 
Civil Engineer directs the selection of, 
and approves the purchase orders for, 
equipment, materials and services. 


| 
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Whatever the 
CIVIL ENGINEER’S 
title or function, he 


lives on product facts. 


Today's record level of new engineered 
construction is keeping the Civil Engineer 
on the lookout more than ever... for im- 
proved equipment, materials and methods. 
He is vitally concerned with everything 
needed to complete his project speedily, 
efficiently, economically. 


To keep up to date 
on all that’s new, 
over 34,000 

CIVIL ENGINEERS 


look to 


.- the magazine of action 


in the engineered 





construction markets. 


% 
¥ 


More than 30,000 product infor- 
mation requests were received 
from one issue alone, resulting 
from a listing of advertisers’ 
literature. 





CIVIL ENGINEERING is 


published by the American 


Society of Civil Engineers 
— first and oldest national 
engineering society in 


the United States. 
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minum talk is confined to two ar- 
ticles per issue: one the story of 
a successful fabricating operation 
and the other a double-page of 
shorts concerning new or unusual 
uses of aluminum. 

Actual selling is kept to an ab- 
solute minimum. It consists of 
special distributor ads on the inside 
imprinted for 
each Kaiser distributor. 


covers, individually 


How to give slide-illustrated 
sales talks with no hands 


A new device called Synchroslide 
eliminates the need for someone to 
operate the slide projector at illus- 
where a sound 
recording has already taken the 
place of the lecturer. In other 
words, industrial companies can 
give completely automatic 
presentations at trade shows by 
means of an electric eye mechanism 
attached to a tape recorder. The 
mechanism triggers the slide projec- 
tor so that it will change the scene 
at each “cueing patch” in the taped 


trated lectures 


sales 


commentary. 

Developed by Synchromatic Prod- 
ucts Co., Bayonne, N.J., the slide- 
changing device is said to be easily 
adaptable to any tape recorder and 
most 16mm, 35mm or 2x2” slide 
equipment. As many as three auto- 
matic synchronized slide changes 
per second are attainable with this 
system, enabling the demonstration 
of “explosion” views and “stop mo- 
tion” action. The cueing patches ac- 
tivating the mechanism are ordinary 
white, cellophane tape which the 
user splices into the tape recording 
himself. 

Other applications of the system 


include training programs, profes- 
sional symposiums, technical lec- 
tures and product demonstrations. 
It also can be used in television ad- 
vertising. 


Rubatex “‘man” personifies 
company products 


A wierd little man made up en- 
tirely of closed cellular rubber ma- 
terials, products of Rubatex Div., 
Great American Industries, Bedford, 
Va., was introduced at a_ recent 
sales conference as the new symbol 
of the company. 

Outfitted with a speaker and eyes 
that light up, the 40-inch character, 
who has been named “Tex Ruba- 
tex,” delighted 
speech on the wide applications of 
his own bodily material in automo- 


salesmen with a 


tive, construction, refrigeration and 
other industries. 

Developed by the company and 
its advertising agency, Houck & Co., 
Roanoke, the little man is now un- 
dergoing patent arrangements so 
that he can become the future trade 
mark of the division. 


Odd man made of insulating m¢ 
bellished with other Rubatex 
the company’s 


trade-mark. 


iny’s hand 


f the 


Raw materials ‘pedigree’ 
pushed as promotion point 


Companies that exercise source 
quality control over raw materials 
used in their products have a selling 
point that can stand enlargement 
into pamphlet or brochure form. 
Caterpillar Tractor Co., Peoria, IIl., 
has published such a_ promotional 
piece for its local dealers, entitled 
“Products with a Pedigree.” 

Featuring more than 20 manufac- 
turing and on-the-job photographs, 
the booklet explains the rigid 
reject-accept examination which all 
parts and materials undergo before 
being turned into equipment. It at- 
tributes its claim of extra stamina 
in the company’s finished products 
to this “birthmark” of quality con- 


pus 
printed on 
folded 

t 
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Which Architectural Magazine 


Ask Architects and Engineers! 


More of them read Architectural Record than any 
other technical magazine. Fact-seeking manufacturers 
of building products keep asking them what magazine 
they find most useful in their work. In recent years 
the results of 42 such investigations sponsored by 
advertisers and agencies have been made public. In 
36 out of the 42 studies Architectural Record was 


the first choice of architects and engineers. 


Behind the strong reiterated preference of archi- 
tects and engineers for the Record are unequalled 


quantity and quality of editorial content. 


In the first six months of 1952 Architectural Record 
served its readers with 812 editorial pages. This was 
a 69% margin over the next architectural magazine 
and the largest six-month editorial volume pub- 
lished by any architectural magazine in the past 


ten years. 


—= 


ee, 





Monin = 





Qualitatively the Record is even more impressive. 
Architectural Record is the one magazine edited 
specifically for architects and engineers. It is: 


* the one magazine whose editorial emphasis on 
individual building types is timed by F. W. Dodge 
statistical summaries of building planning activity 
to be of constant maximum value to architects 


and engineers; 


e the one magazine whose editorial content is bal- 
anced issue by issue (with the aid of Dodge Reports) 
in terms of the known interest of active architects 
and engineers in design of all types of buildings 
nonresidential and residential. 


These are the exclusive editorial reasons why archi- 


tects and engineers value Architectural Record 


and read it—more than any other technical magazine. 
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~ Best Serves READERS and ADVERTISERS? 





Ask Advertisers and Agencies! 


When you are picking the right architectural 
magazine for your building product advertis- 
ing, look at the consensus of leading building 
product manufacturers and their agencies as 
revealed by their own choice of media. 


You'll find that: 

¢ year after year—and again in 1952—more 
advertisers have placed more pages of adver- 
tising in Architectural Record than in any 
other magazine in its field; 

¢ in the first half of 1952 the Record carried 
51% more pages of advertising than the sec 
ond ranking architectural magazine; 

¢ and in the first four months of this year 
167 manufacturers, or two-thirds of all ad- 
vertisers in national architectural magazines, 
were in the Record, 


F.w. DODGE 


McDonogh No. 39 Elementary School, New 

Orleans, first presented to architects and engi 

neers in Architectural Record. 

Architects: Freret & Wolf; Goldstein, Parham | 


& Labouisse; Curtis & Davis. 
Photographer: Joseph W. Molitor 


Here are the three basic reasons why Archi- 
tectural Record is preferred by advertisers: 
(1) circulation: Year after year more archi- 
tects and engineers subscribe to Architectural 
Record than to any other technical magazine. 
And these architects and engineers verifiably 
design 83% of the total dollar volume of all 
architect-engineer designed building. 

(2) readership: In 36 out of 42 readership 
studies, sponsored by manufacturers of building 
products and agencies, architects and engi- 
neers have voted the Record their preferred 
magazine, 

(3) cost: You can reach the largest, most 
concentrated audience of architects and engi- 
neers in the Record at the lowest cost per 


page per thousand! 


Architectura 


119 West 40th St 
New York 18, N.Y. 
CORPORATION LOngacre 3-0700 











We mean it— 
ask Architects 
and Engineers! 


Editorial values are the source 
of all advertising values. We 
urge you to find out for 
yourself what architectural 
magazine best serves 
architects and engineers. 
They can tell you. 
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Workbook of the 
active architect 


and engineer 








| 
| 
| 


editorially 


The Pressure Is On 


= Readers of the advertising press have noted 
with interest the numerous changes which lead- 
ing advertisers are making in their agency con- 
nections. And there have been many realign- 
ments of sales and advertising responsibilities. 
This is undoubtedly a time of change, of challenge 
and of review. 

Business activity remains at a high level, but 
it is spotty. Volume and profits remain good for 
many companies, but are down for others. Strikes, 
shortages of material and price controls have in- 
creased the current problems of many manage- 
ments. Consequently there is greater pressure 
on sales, advertising, distribution and marketing 
to do the best possible job, in order to meet the 
situation created by rising costs and in some cases 
less active demand 

During the past decade, business, stimulated by 
war and military requirements, has been easy to 
get. Advertising and sales have had an easy time, 
since in most cases demand has exceeded supply 
Few companies were able to take care of the full 
requirements of their old customers, and hence 
were not too much interested in new accounts 

With the change in the business picture, and 
with more competition for available business, the 
emphasis is now being put on more effective sales 
and advertising activities. Instead of coasting, it 
may be necessary to put on increased pressure to 
meet sales quotas. The old easy ways of doing 
things are gradually to be displaced, and the de- 
mand is for the best in advertising and sales, 
rather than for whatever happens to be available 

A time of challenge is one which is welcomed 
by those who have ideas and energy, who want 
to see improvements both in products and in 
marketing methods, and who feel that business is 
just as much concerned with improving its mar- 
keting efficiency as its production plant. The 
advertising manager, the sales manager, the dis- 
tribution executive who know that better methods 
can and should be put into execution will take 
advantage of the changing situation to bring about 
improvements which will help the business to 
maintain its volume, its competitive position and 
its profits 

If your business ‘; still in the favorable position 
of not being able to fill orders, and if your back- 
log is not diminishing, you may still want to re- 
check your marketing strategy and tactics. You 
may find that it won’t be too long before your 


trial Marketing 


speaking 





management, too, will be demanding more and 
better results from its investments in sales, in 
advertising, in research and all of the other as- 
pects of marketing. And it will be well to get 
ready for that day, while the opportunity for care- 
ful study and review of present methods is still 
available. 


Get in and Pitch 


® Keith J. Evans, advertising and sales promo- 
tion manager of Jos. T. Ryerson & Son, and the 
founder and first president of the National Indus- 
trial Advertisers Association, believes that the 
success of this organization is due to the fact that 
it is primarily an association of manufacturing 
companies, interested in better advertising and 
marketing 

For that reason he believes that advertising 
managers of these companies should not only be 
members of the NIAA, but should take an active 
role in the work which it is doing nationally and 
through its many fine local chapters. The mem- 
bership has grown rapidly, but Mr. Evans has the 
impression that some industrial advertising man- 
agers are willing to take the benefits of association 
work without contributing their fair share to the 
progress of the field. 

For example, he feels that while agency men, 
publishers and others who are active in industrial 
advertising are ready and willing to help in carry- 
ing on the affairs of the local groups, it is unfair 
to expect them to do the work which advertising 
managers and other industrial marketing execu- 
tives are qualified to do and should undertake as 
a matter of policy. The publishers and the agen- 
cies are always available to help promote the in- 
terests of industrial advertising, but the manufac- 
turers who spend the money should take the lead 
in directing the way in which association effort 
should go. 

This is a sound position, and one which reflects 
the long experience and keen interest of NIAA’s 
founder in assuring progress and serving the best 
interests of the manufacturers who rely on indus- 
trial advertising as their primary means of sales 
promotion. Advertising managers of these com- 
panies should feel that it is their job to work in 
NIAA, as well as to hold membership and receive 
the many benefits inherent in this relationship. 

It is theirs to decide just how big and how valu- 
able NIAA and its local chapters shall be. 











Big circulation? We got it! Lowest 
unit cost? That’s us! 

To some papers, there’d be a whopping 
sales story in those two facts. But salesmen 
from PLUMBING & HEATING BUSI- 
NESS sometimes even forget to mention 
them! 

Why? 

Because our basic sales story is so much 
better. 

First, take the size of the plumbing, heat- 
ing and air conditioning market in terms 
of people. Of retailers, for instance, our 
industry has over 73,000. We put those 
73,000 within your reach, either through 
space advertising or direct mail. That's ex- 
clusive with us. 


PLUMBING & HEATING 
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Second, we winnow out from that 73,000 
the busiest, most responsive contractor- 
dealers, the financially sound ones, the out- 
standing merchandisers. That creates a uni- 
form, high-quality circulation. Another ex- 
clusive. 


Finally, we develop a sure-fire editorial 
program that pays out in readership. Every 
unbiased survey published in the past 14 
years has given PHB top readership and 
top preference among industry contractor- 
dealers. 


With that dynamic package, we don’t 
blame our forgetful salesmen. It has made 
PHB the hot paper, the growing paper, of 
the plumbing, heating and air conditioning 
industry. 


BUSINESS 


Grand Central Terminal Bldg. 
New York 17, N. Y. 
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USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


When night falls, operations continue un 
interrupted in the multi-million dollar new Ethy! 
Corporation plant on the Houston Ship Channel 

Around the clock everywhere hurries indus 
trys Dixieland invasion. Merck & Company 
have broken ground on a 7OO-acre tract neat 
Albany. Georgia. GE in early June dedicated 
new factories in Alabama and North Carolina 
Ravonier. Ine. has begun a $26 million cel 
julose plant at Brunswick 

And for every Colossus you read about. there 
are hundreds ol brand new plants and expan 
sions among the medium and small size opera 
tions of the South and Southwest that never 
make the headlines 

For the seller of equipment and supplies to 











the industrial and power field, it was never so 


vood!' 

SOUTHERN Power anp INpUstRY is edited ex- 
pressly for this fastest-growing industrial mar- 
ket. It puts advertising in touch with millions 
of dollars of Southern and Southwestern buying 
power unreached by national power and in 
dustrial publications. Consider the facts. You 
will want to schedule extra space for SPI. 


Southern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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Wedereit: liberalize membership 


Challenges present membership 
classifications as ‘sore spot’; 
says current funds not enough 


Finances and the current system 
of membership classification will get 
major attention under the adminis- 
tration of NIAA’s new president, 
Gene Wedereit, advertising man- 
ager, Tube Turns and Girdler Corp., 
Louisville. 

In the following statement, pre- 
pared exclusively for INDUSTRIAL 
MARKETING, he reveals ideas and pol- 
icies that he will work for in NIAA 
during the coming year. 


By Gene Wedereit 
President 


National Industrial 





Advertisers Assn. 


®@ BEING ELECTED president of NIAA 
gives one a feeling like that of the 
taxi passenger who, according to 
Readers Digest, settled back in his 
seat and before he had a chance to 
call out his destination was con- 
fronted by the bored look of a New 
York hackey who said “Quo vadis, 
Mac?” All of a sudden thousands 
of eyes look at you and want to 
know, “Where’re we going?” 

The answer is easy . . right where 
we started to go years ago. We are 
reputed to be the biggest organized 
group whose members are working 
at advertising. We want to be big- 
ger and also want to be known as 
the best, the most useful. Every 


administration, at least the past four 
with which the writer is familiar 
through personal contact, has had 
that goal in mind. There is no need 
to change our objective. 

There may, however, be need to 
change the method of approach to 
that objective based on current re- 
quirements of a growing organiza- 
tion. For example, we're short of 
funds. Not right at this particular 
moment, of course. The treasurer’s 
report to the members at the annual 
meeting was the best, from a finan- 
cial viewpoint, in the history of the 
association. 

But it’s a temporary condition and 
even with “money in the bank,” 
there’s still not enough to do all the 
helpful things wanted by our mem- 
bers. Too often an important proj- 
ect that should be a legitimate serv- 
ice rendered by the association to 
its members is labeled, “Compli- 
ments of ...” It may take years to 
correct such a situation but our fi- 
nancial ache is one of our growing 
pains that deserve attention. 

Another sore spot for the doctor 
is our classification of members. A 
professional organization is for 
craftsmen only. A trade associa- 
tion is for all men and women who 
have contact with that trade. Right 
now, NIAA is neither. A simon 
pure rule would have excluded 
agency men. Yet they are in as ac- 
tive members, represent some of the 
most valuable and tireless workers, 
and certainly do not dominate the 
affairs of our association. 

They are welcome members of our 
board of directors and can you name 
anyone who has worked harder, de- 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey. Jr.. president 
Blaine G. Wiley. executive secretary 


voted more time, contributed more 
helpful effort to NIAA than its im- 
mediate past treasurer, an agency 
man? Both at national level and 
chapter level many could be nam 
as outstanding in what they ha 
done for the progress of our group. 

That is also true of hundreds w 
are classified as associates, a ti 
that legally prevents them from si 
ting at the same table with our 
rectors and executive committ 
Yet we not only welcome their hel 
but need it both in association wo 
and in the performance of our dai 
jobs. 

All who become members 
NIAA automatically subscribe to 
purposes and standards of practi 
which are a part of our constituti 
and by-laws, and there is nothi 
that says a member must think, ai 
and be treated like either a she 
or a goat. Here again is a growi 
pain that may take more than o 
administration to heal, but let 
work on it. 














Confine the Fringe . . Why not 
confine the “fringe” classifications 
to student memberships for those 
who are getting their feet wet in 
this highly specialized field of in- 
dustrial advertising, and honorary 
and life memberships for those who 
have earned eternal reward for 
their contribution to industrial ad- 
vertising . . and let all others who 
join and believe in our purposes 
and standards of practice and agree 
to follow them be active members. 

Our methods of conducting the 
business of a large and growing or- 
ganization must also change to be 
in tune with the times. Just because 
a plan of procedure has been work- 
ing for a long time doesn’t mean 
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that it is still the most effective 

For example, who would have 
suspected, three years ago, that an 
idea like the NIAA Research In- 
stitute could have been conceived, 
introduced, developed and made a 
reality with almost $100,000 in the 
bank . . raised in less than a year 
Of course it took vision, hard work 
and, more important, courage of 
conviction that industrial advertis- 
ing men and women were not 
stodgy, ingrown individuals bound 
by tradition to follow a rut and 
have faith in nothing that is new 

Committee functions and opera- 
tions, chapter contacts and relation- 
ships, member services all are 
subject to constant review and re- 
vision to the ultimate goal of an 
even greater NIAA. Careful analy- 
sis and intelligent handling of our 
money, men, and methods will al- 
Ways guarantee a good three-point 
landing for the association 

While it is too early to speak for 
the executive family or the board 
of directors because at this writing 
there has not been a meeting, it is 
safe to say that the “chair” recog- 
nizes growing pains, would rather 
listen and act than talk, and has an 


open mind to constructive criticism 


NIAA names 20 new committee 
chairmen for 1952-53 


® NEW york . . Chairmen have been 
named for 20 committees of the Na- 
tional Industrial Advertisers Asso- 
ciation to serve in 1952-53 

The appointments have been ap- 
proved by the board of directors, 
which will hold its next meeting 
Sept. 12 in Cincinnati. The com- 
mittees and their chairmen are: 

Advertising effectiveness: Doug- 
las Williamson, American Hard 
Rubber Co., New York; awards ad- 
ministrative: J. Whitford Dolson, 
Hercules Powder Co., Wilmington 
budget survey: Howard R. Carlson, 
Marman Products Co., Inglewood, 
Cal.: Canadian policy Frank 
Wright, Cockfield, Brown & Co., 
Montreal; college cooperation 
George L. Service, Venable-Brown 
Co., Cincinnati; 31st annual confer- 
ence: Robert Ritchey, U. S. Steel 
Co., Pittsburgh; national conference 
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advisory: Herbert C. Schuckle, 
Emery Advertising Corp., Balti- 
more; direct mail: A. R. Tofte, 
Allis-Chalmers Mfg. Co., Milwau- 
kee; exhibits: Arthur C. Devorn, 
Devorn Displays, Cleveland. 


Finance: Harry E. Peterson, 
Citizens’ National Trust & Savings 
Bank of Los Angeles; NIAA-ANA 
liaison: G. Reed Schreiner, U. S. 
Steel Co.; media practices: Harold 
A. Wilt, J. Walter Thompson Co., 





How industrial advertising 


aid off 


This is the fourteenth in a new series of 


case histories collected by the committee 


on advertising effectiveness of the NIAA. 


By John G. Jeffrey 


® FOR THE PAST 20 years, Protec- 
tive Equipment, distributor of in- 
dustrial safety equipment, has ex- 
hibited in the Midwest Annual 
Safety Conference sponsored by the 
Greater Chicago Safety Council. 

Our objectives for this year’s ex- 
hibit were: 

1. Reduce over-all exhibit costs. 

2. Increase size of space from 30 
feet to 80 feet. 

3. Mass merchandise the products 
within each manufacturer’s line. 

4. Increase the identity of each 
manufacturer 

5. Tie up with our advertising 
campaign theme. 

6. Establish an over-all identity 
of Protective Equipment as the dis- 
tributor 

After determining our objectives, 
we put into effect what I call the 
CO. advertising formula. The first 
four objectives were partially ac- 
complished by getting the coopera- 
tion of seven of the major manufac- 
turers. They agreed to pay the 
cost of the booth space, provide a 
10’ display and a factory repre- 
sentative to help man the booth. It 
was our responsibility to create the 
tie-up with our advertising cam- 
paign; design and plan the over-all 
continuity; maintain a_ suite of 


rooms for entertainment purposes; 
bear all other incidental expenses; 
and coordinate the entire project. 

The fifth and sixth objectives 
were accomplished with ten seven- 
foot cartoon cut-outs of an indus- 
trial worker holding a blow-up of 
an advertisement. The blow-ups 
featured the products in the booths 
to which the units directed atten- 
tion. 

Here are the results: the show 
produced more than 100 inquiries 
that were immediately followed up 
with a personal letter and a sales- 
man’s call. Tabulation on these re- 
sults is still in process. For the 
month following the show, sales 
were up 26.8% over the previous 
month and 22.9% over the same 
month of the previous year. Each 
advertising dollar allocated to the 
show produced $11.17 in increased 
volume and $41.56 in total net vol- 
lume. In addition, total expendi- 
tures for the exhibit were reduced 
under last year’s expenditures. 

In computing these figures, we 
realized it was necessary to con- 
sider as many responsible factors as 
possible, so that our thinking would 
not be distorted. From many indi- 
cations we concluded that the suc- 
cess of the show contributed greatly 
to the increases in sales volume. 
The most important factor to which 
we attributed the success of our en- 
deavor was “formula CO,” . . co- 
operation, coordination and conti- 
nuity. 
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New York; membership: Ralph 
Hanes, Dodge Mfg. Corp., Misha- 
waka, Ind. 

Policy and planning: J. F. Apsey, 
Jr., Black & Decker Mfg. Co., Tow- 
son, Md.; publications: John W. 
DeWolf, G. M. Basford Co., New 
York; public action: Keith Evans, 
Joseph T. Ryerson & Son, Chicago; 
resolutions: Forrest U. Webster, 
Detroit; taxes and legislation: _ T. 
F. C. Quinn, Vansant, Dugdale & 
Co., Baltimore; 30th conference pro- 
ceedings: Bob Aitchison, Shrout 
Associates, Chicago; public rela- 
tions: Robert Evans, U. S. Steel 
Co., Pittsburgh. 


Western New England chapter 
gains record 93 members 


® HARTFORD, CONN. .. A 10° gain 
in membership during 1951-52 was 
announced by the Western New 
England chapter of the National In- 
dustrial Advertisers Association. 

The increase, noted in the annual 
report of Chapter President Alan 
Wolcott, advertising manager, chem- 
ical department, General Electric 
Co., Pittsfield, Mass., raised the 
membership total from 84 to 93, an 
all-time high for the chapter. 

The new total includes 70 active 
members and 23 associates 


NIAA chapters elect Glover, 
Griffis and Smith 


® HAMILTON, ONT. . . The National 
Industrial Advertisers Association of 
Hamilton has elected T. Stanley 
Glover, account executive, Ferres 
Advertising Service, Hamilton, pres- 
ident for the coming year. 

The slate of officers includes Tait 
M. Hawkins, Studebaker Corp. of 
Canada, vice-president; R. M. Quar- 
ry, Ardiel Advertising Agency, 
treasurer; T. C. Nobles, Robertson- 


Irwin, secretary. 


Oregon 
® PORTLAND, ORE. . . George Griffis, 
account executive, Pacific National 
Advertising Agency, Portland, has 
been elected president, Oregon In- 
dustrial Advertisers Association. 
Other new officers: John D. Si- 
mon, Simon & White, vice-president; 
Hal Johnson, J. K. Gill Co., secre- 
tary; and Hal White, Jr., Hyster Co., 


treasurer. 


Ty When NIAA’s 1927-28 admin- 
istration took office, it proudly an- 
nounced a treasury balance of more 
than $3,000, including $276 in bills 
receivable. “Never before,” declared 
the official report, “in the history of 
the NIAA has a fund like this been 
available . 
we had a heavier, more important 


. and never before have 


program to carry through.” 

The activities of the association 
were reflected in the names of its 
committees. Eleven were announced, 
including committees on domestic 
marketing problems, export market- 
ing problems, standard contracts, in- 
dustrial cost 
buying data. 

The annual compilation by Asso- 
ciated Business Papers of advertis- 


systems, and space 


ing agencies placing space in busi- 
ness publications showed N. W. 
Ayer & Son in first place with 2,134 
pages. Runners-up were Rickard & 
Co. with 1,905, Lord & Thomas & 
Logan with 1,679, and Barton, Dur- 
stine & Osborn with 1,579. 

The total number of pages placed 
in business publications by all agen- 
cies in 1926 . . 102,670. . 
22°, gain over 82,716 placed in the 


showed a 


previous year. 

R. L. Putman, vice-president, A. 
W. Shaw Co., Chicago, wrote an ar- 
ticle for INDUSTRIAL MARKETING en- 
titled, “Has the Airplane Become a 
Practical Tool in Today’s Selling?” 

Motion pictures taken at the re- 
cent Cleveland convention of the 
NIAA were made available to local 
chapters wishing to show them at 
224-page “Book of 
containing the full 


meetings. A 
Proceedings,” 
convention record, went on sale to 


NIAA members. 

The controversy over color in ad- 
vertising was in full swing. A. J. 
Fehrenbach, editorial representative 
of INDUSTRIAL MARKETING, questioned 
the attention value of color in a 
speech before the Schenectady Ad- 
vertising Club. Said Mr. Fehren- 
bach: 

“Color has come in with such a 
stunning and screaming, even hor- 
rifying fury, that a one-color page, 
well designed, actually stands out. 
It is more dignified, far more invit- 
ing and effective than a page done 
in three or four glaring colors.” 

The Pittsburgh chapter, youngest 
in the NIAA, was meeting twice 
each month. 

The head of Wharton School’s mer- 
chandising department, University 
of Pennsylvania, asked the NIAA to 
appoint a committee to assist uni- 
versities which had courses in mer- 
chandising and advertising. Needed 
were suggestions as to “the scope 
and content of courses likely to de- 
velop an appreciation of the spirit 
and technique demanded by the in- 
dustrial field.” 

Jay E. Mason, McGraw-Hill, 
told NIAA members not to be 
deceived by numbers alone in rating 
industrial markets, but that rather 
they should study the concentration 
of buying power. “The industrial 
seller of today must plan on a mar- 
ket that is concentrating in one di- 
rection and expanding in another.” 

He noted that this concentration 
within industry reduced the number 
of buying units but increased the 
capacity per 


average consuming 


unit. 





Ontario 
@ ONTARIO George M. Smith, 
head of Industrial Advertising 
Agency, has been elected president 
of the Industrial Advertisers Asso- 
ciation of Ontario. 

Other new officers are Grant H 
Adams, Canadian Johns-Manville 
Co., vice-president; Tom Scanlon, 


Eastern Steel Products, secretary; 
and Fred Tilley, Sangamo Co., 
treasurer. 


ne stion 


Blaine G. Wiley . . 
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advertising | volume 


in business | papers 





August volume 7.9% (in pages) over 1951 
1952 pagechange % change 





| 827 


Grand total 31,017 28,756 + 2,261 


Year-to-date ‘volume 11.4°, (in pages) over 1951 
1952 1951 pagechange °% change 





Grand total 270,601 242,840 27,761 + 11.2 


Total paid advertising, including classified 


August pages Pages to date 
Industrial group 1952 1951 1952 1951 Industrial group 


Cumulative volume up 11.4%; 


August gain smallest of year 


® PAGE VOLUME for the first eight 
months of 1952 was reported by 263 
business papers as 27,761 pages 
above the same period last year, a 
firm gain of 11.4%. 

But the August gain of 2,261 
pages, or 7.9%, was the smallest 
rise for any month in 1952. July 
was 84% over 1951, June was 
10.3% and May was 11.8%. 

In the five groups, 163 industrial 
papers gained 1,822 pages or 10.1% 
in August, 20,694 pages or 13.6°% for 
the year; 7 product news publica- 
tions gained 202 pages or 8.8 in 
August, 3,511 pages . . a resounding 
18.8% .. for the year. The 55 trade 
papers gained only 4 pages or .07% 
in August, 2,000 pages or 4.3 for 
the year. 

The 22 class papers gained 210 
pages or 11% in August, 971 pages 
or 5.5°% for the year; 16 export pa- 
pers gained 23 pages or 2.5° in 
August, 585 pages or 7.3°% for the 
year. 


August pages Pages to date 
195 1951 1952 1951 








Laboratories 


Power 
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YOUR 





Most modern chemical and process plants operate twenty- 
four hours a day to keep up with record-breaking industrial 
demands. And, round the clock, new products, new proc- 
esses and new plants speed the growing demand for your 
equipment, chemicals, raw materials and instruments, 
These fastest growing industries are the biggest in- 
dustrial market in the United States, and will buy 
$32,000,000,000 in raw materials and invest $7,131,000,- 
000 for plants and equipment in 1952. 


Long before these orders are written, professional chemists 


MARKET GROWS 


24 HOURS 








and chemical engineers will select and specify the products 
that are needed. 

Specifying is done in the planning stages by experts who 
work and buy as a team. Fractional coverage of these men 
by title or function will not bring you the sales you want. 
The one sure way to sell the whole team is to reach them 
through their one indispensable workmagazine. INDUS- 
TRIAL AND ENGINEERING CHEMISTRY, For I&EC 
alone gives them the quantity and the quality of work- 
material essential for production, design, research and 
development. That’s why... 


1&EC’S Professional Audience is the Greatest Concentration of 
Buying Power in the Chemical and Process Industries. 


| AND 
VON 


INDUSTR 


NUN ERING 


The Workmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 


CHICAGO © CLEVELAND © SAN FRANCISCO © LOS ANGELES © SEATTLE © DALLAS 
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HEE] RAILWAY AGE 


No matter which department a railway execu- 
tive heads, he needs authoritative information 
about the significant happenings in the field... 
about modern management methods. News cov- 
erage of the whole field of important railway 
developments each week, while the news is still 
news, is what makes so many railway execu- 
tives in the operating, traffic and purchasing 
groups want to see Railway Age every week. 








For convincing evidence of editorial vitality... 
for proof of the kind of readership that means 
big advertising value, Railway Age, in just two 
years, has more than doubled its paid railway 
circulation among its primary readers... at the 
same time maintaining a high renewal of 
over 80%. 











<< 








These pages illustrate how Railway Age is a clear- 
ing house for information on improved operating 
procedures and modern management methods. 
Railway Age is the only railway business publica- 
tion that covers the whole field of important de- 
velopments weekly, while the news is still news. 

















Railway Age is part of the Business of Railroading 





O 
soars 042 over May 1950 


renewals stay up over 80% 


exccuve 1952 1,378 41.2%" 
re Be | 1950 936 


OPERATING 1952 4,492 
_ DEPARTMENT (i 1950 168.6%" 


~TRAFF IC 


_DEPARTMENT 


purcuasinc Mie 
_ DEPARTMENT © 


MECHANICAL Sei 
_DEPARTMENT ail 


~ ENGINEERING 2 Roe 
_OEPARTMENT 


~ SIGNALING . 
COMMUN. 


STORES . 
DEPARTMENT ba *percentage increase over 1950 


Paid railway circulation of Railway Age is now 10,798, an 
increase of 5,411 (or 100.4%) over the corresponding figure 
for May 1950. Subscription renewals remain over 80%, proof 
of the vital importance of Railway Age to railroad management. 


New York 7—30 Church Str 
RAILWAY AGE “"“..c.c. oo. 


cape) 


RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 





August pages nome to date 
1952 195 1952 1951 





August pages oe to date 
1952 1951 1952 1951 Trade group 





Industrial group 


August pages 
1952 1951 

1172 
156 





9 


17,724 


August pages Pages to date e 
195. 1951 1952 1951 = a : 

August pages P. 
1952 195 1952 


es to date 
1951 


group 
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August pages Pages to date 
1952 1951 1952 1951 


In 








yo issues 'Three issues 

sold as pages 
llow June ‘52; 144 pp 
Six months’ total 


Marketing 


126 /Industn 1] 





HOWNG posta VEPREFLTALCOVERS AMERICA’S No. 1 


4 DE TO VO. 


In this area there are 461,688 farms, approximately 8 /2 % of the farms in the 
United States; yet in 1951 this 82% produced the enormous tota! of $5,963,- 
327,000 cash income or slightly more than 18% of the U. S. farm income. Here , eae \ MONTANA | 


are some of the reasons why: 


(a) Cultivation is more intensive—most of the territory has year-round growing 
weather. This, plus widespread irrigation, makes possible two or even three 


crops each year. 


(b) High yield, high income specialty crops return a uniformly higher farm in- = 4 % 


come—farmers have more money for machinery. 


FARM MACHINERY MARKET 
THE 11 WESTERN STATES 


970 muis—} 
: 
a otf GOLDEN MARKET 
Owasy ] 
/ | 
J ontcon § oz 4 
s } a ® | wromine| 
t % 


e 
mG | UTAH | coo 


an 
A 


YARIZONA wew 


(c) Western farms are highly mechanized and use big, stout implements of | MEXICO 


great capacity which are worked harder here than in other areas. 


IT’S A GROWING MARKET 


The profit potentialities here are expanding 
steadily as the comparative figures below show: 


*Average Cash Income Per Farm . . . Crops, Livestock, Benefit Payments 

% Above National 
State 1951 Average 

Montana .......... TR | 

| ears, | anne 

Wyoming ....... : 

Colorado 

New Mexico .. 


RETR) | ee 
Oregon .... fini conaaiocnsccnespecy MME ane cagssatn 
gn ESS a ere 


U. S. Average 6,040 
* Source—I95! Preliminary figures, Bureau of Agr. Engr., U.S. Dept. of Agr. 


IMPLEMENT RECORD ns: ope: ne 


men whe sell, service, or influence the sale of 90% of the farm imple- 
ments and supplies in this market. Below we show you IMPLEMENT 
RECORD'S coverage of these important buying factors, per its ABC 
tat t of D ber 31, 1951: 





% of Total 
Factors Number Subscriptions 


Dealers and Jobbers 67.29% 
Manufacturerfs ...............-..0..-0-+- ; 7.94% 
Manufacturers and Jobbers Rep 33 11.45% 
Miscellaneous 12.35% 
Unclassified 0.97% 


100.00% 





Special Directory Issue 

Out March 20—Forms close March 5. 
i H ‘round by 
— x a age pe ; — sot ‘Contain four 
a siehet ecatone (1) Classified Products of Western — 
ufacturers; (2) Directory of Western ego gen se" 
principal officers and sales agents; (3) Tre Nea: eh 
Far Western Manufacturers; (4) Far Western _ — 

Factory Branches and Sales Representatives 


handled. 








+ | 


Here are the latest (1948) Federal Census Bureau's State-by-State 
count of implement dealers, and opposite for comparison, IMPLE- 
MENT RECORD'S circulation to dealerships in the same States: 
Implement Implement Record Cir- 
Dealers culation Dec. 31, 1951 
(1948 Census) ABC Controlled Total 
Montana .. ; 221 162 141 303 
Idaho , : Neotees ee 82 318 
Wyoming. .............. ~ 37 47 
Colorado ......... sccm, 221 303 
New Mexico........ ccc. ae 12 54 
Arizona . Sa : . 38 : 75 
Utah saatonte ew = ae 25 173 
Nevada ........ : os ee ; oie 36 
Washington .......... paces, Se eae 353 
Oregon cide , sche 392 
8) en | 986 
1,830 518 3,040 
The 1,830 farm equip t dealer blish in the 11 Western 
states (about 13.5% of the U.S. total) sell approximately 15.5% of 
the farm equipment sold by dealers in the U.S. In short, the average 
dealer in the West is a better prospect for you, because he sells 
more and has a larger organization (six paid employees per dealer, 
pared to a national ge of four). 


Reader and Advertiser Acceptance 

IMPLEMENT RECORD'S subscription price is $3.00 for 
13 issues and it offers no special inducements to 
subscribers, yet its latest ABC statement (12/31/51) 
shows a renewal rate of 68.08%. 
During 1951, 197 advertisers carried a total of 683 
pages of advertising in IMPLEMENT RECORD. These 
included many Far Western manufacturers and dis- 
tributors whose advertising appears in no other 
publication. 


Cash in on this BIG MARKET Now 
To sell this profitable farm equipment market and 


keep it sold, put IMPLEMENT RECORD on your na- 
tional schedule NOW. 








NEW YORK—Richard J. Murphy 
107-51-131st St., Richmond Hill 19 
Telephone JAmaica 9-2651 

CHICAGO—A. C. Petersen 
3423 Prairie, Brookfield, Ill. 
elephone Brookfield 532 

SAN FRANCISCO—V. C. Dowdle 
609 Mission St., S. F. 5, Calif. 
Telephone YUkon 2-4343 

LOS ANGELES—J. E. Badgley 
128 So. Mansfield, L. A. 36, Cal. 


f - bw. . 
A KING PUBLICATION _,,:*2yr Mute F432, 


609 Mission St., San Francisco 5, Calif. 609 Mission, San Francisco 5 


Other KING publications—WESTERN INDUSTRY Telephone YUkon 2-4343 


CLEVELAND—Clifford £. Beavan 
WESTERN CONSTRUCTION 3307 E. 149th St.. Cleveland 20 
Telephone SKyline 1-6552 
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and The Magee Carpet Company is 
one of our many woolen and 
carpet yora mill boosters 











Textile Industries gives us is your 





down-in-the-mill circulation” 





Get your product story home to the open- 
collar man as well as to top management. 
The widespread textile manufacturing in- 


dustry can give you extra business this year. 


You FIND ambition in textile mills, too. 

Men on the way up today are the ones who 
will have the final nod on orders tomorrow. 
Meanwhile, advertisers like Herr Manufactur- 
ing Company’s Hyatt Atwood, are capitalizing 
on the tremendously effective recommendation 
weight these men swing right now. 

Recall your own experiences. Many a sale has 
been won or lost because some hard-to-see man 
down the line either did or didn’t know your 
story. 

There’s more likelihood of your clinching 
every sale if you’re in TEXTILE INDUSTRIES 
regularly — your message goes deep into all 
branches of textile manufacturing. In combina- 
tion with its big net paid T.I. provides “Directed 
Distribution” for reaching otherwise inaccessi- 
ble men. . . at all operating and executive levels. 


Textile Industries 


WRC 
806 Peachtree St., N.E., Atlanta 5, Ga, 


This plan—exclusive in the industry—enables 
you to reach the greatest possible amount of 
textile mill buying influence. You don’t get a 
coverage over-weighted in one group, or out of 
line geographically. 


Coming in November! 


13th Annual Modern Equipment 
and Processing Review 


Men in the mills call it the most important single 
issue of the entire year 
advertisers 

In this big issue, TEXTILE INDUSTRIES gives its 
readers a comprehensive presentation of the new 
machinery, equipment and processes developed 
within the last 12 months. Hundreds of manufac- 
turers co-operate editorially 

Here is the kind of editorial content eagerly 
read by mill men always hungry for news of means 
and methods for increasing operating effectiveness. 

Get into this important issue with additional 
space. Publication month, November. Orders and 
copy accepted up to October 16. 


and so do many 


Reserve space at once! 


Textile 


Industries 


Member: ABC - NBP 





SMITH 


PUBLICATIONS 











Which ad 
attracted 


more readers ? 





One Picture vs. Four 


® OF THESE two ads for steel strap- 
ping, one ad pulled twice as many 
readers. The ads appeared in the 
same issue of Factory Management 
& Methods. 

A two-color ad by Brainard Steel 
Div., Warren, O., used one large pic- 
ture and brief copy in a conventional 
format to explain how the product 
works. A b&w ad by Acme Steel 
Co., Chicago, used four pictures and 
captions, each offering a case history 
of a product application. 

Which ad attracted more readers? 
See page 134 


Acme Steel Strappin 
Insures ia 


Saves time, money, materials, too! 


Demonstrates strapping unit loads 
to cut unit costs 


COmANTE SEE LTRARFING MOREE HOY AND 
located EAN DUTY PIRAPFEse. Tots Ane ACOREDORS 


| Brnainand 
ee — > WARREN, ONO 
STEEL DIVISION 





ACME STEEL COMPANY 








Our own salesmen 
say...advertising 


in GAS pays off 


COL. W. F. ROCKWELL, Chairman of the Board 
Rockwell Manufacturing Co., Pittsburgh, Penna. 


*“‘When our salesmen see results in the making and 
come up with comments like these we know our 
advertising is doing a job for them and for us, 


and our investment in GAS is paying off.” 


“Our present advertising campaign 
is aggressive and wide in scope, and 
I have received many favorable 
comments from my customers. I 
also feel that GAS is making an 
excellent contribution since it ac- 
curately covers all phases of the 
industry.” 

W. F. Gulley, Seattle, Washington 


“I would say about 90% of my cus- 
tomers are regular readers of GAS.” 
Ray Jerge, Pittsburgh, Penna. 


“Many of my customers have ex- 
pressed appreciation of our adver- 
tisements, as well as the articles 
that appear in GAS. They have 
thanked me several times for the 
subscriptions they are furnished 
through the courtesy of my com- 
pany.” 

James E. Glenn, Lincoln, Nebraska 





“The present advertising of my com- 
pany is very good and very helpful 
to a salesman. GAS magazine is 
one of the outstanding publications 
in the industry.” 

Herbert Parker, Jackson, Miss. 





“It is definitely valuable to have our 
advertising placed in the hands of 
the gas company men I contact.” 

William D. Minter, Atlanta, Ga. 


For 25 years Rockwell Mfg. Co. has been 


building a large acceptance for Rockwell 


Valves, Meters and Regulators through a 


Consistant Advertising Program in GAS 





“GAS seems to have the unique 
position of being on the top of the 
literature on most gas utility men’s 
desks,” 


Harry A. Moore, Pittsburgh, Pa. 





@x has the Largest Circulation in the Gas Industry and to the Men who have Authority to Buy 
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How du Pont assured a market for Orlon 


48 





attempted to sift out the enthusiasm 
born of novelty and arrive at a 
realistic evaluation of each potential 
market 

Was it all promising enough to 
convince the company that it should 
gamble $20,060,000 on the next step? 
‘A policy decision at the highest level 
had to be made. Finally, in October, 
1948, the company authorized con- 
struction of a plant at Camden, S 
C., to produce 6,500,000 pounds of 


continuous filament yarn annually 


Market Objectives . . Once the 
decision had been made to commer- 
cialize Orlon, with authorization fo1 
construction of a full-scale plant to 
produce it, two broad objectives 
were immediately set up for the du 
Pont Textile Fiber 


These were 


organization 


Test Consumers The market- 
ability of Orlon had to be established 
on the basis of application, econom- 
ics, and aesthetic value 
A market had 


to be developed by June, 1950, date 


Sell Customers 


of the plant’s completion, for 6,500,- 


000 pounds of Orlon annually 





Promote ew school clother the 


<“* 


cut home-wotk time / 


> 3 


+b his 
Cbd ihe 
f 


Shin 








Parallel Attack .. * 
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Specifically personnel 


set out to 


company 


1. Complete the technically con- 
trolled, prove-out evaluation of the 
product, already well under way, 
and undertake such other sales de- 
velopment or technical service jobs 
as market conditions indicated or 
research progress allowed 

2. Encourage selected customers 
to use their own initiative on de- 
velopment work without close fol- 
low-up by du Pont 

3. Emphasize major fields of im- 
portance such as apparel, filtrations, 
awnings, curtains, auto tops, and 
put the technical effort behind these 
jobs to get them moving 

1. Test 
product versus competition in the 


carefully and compare 
end use to find out what Orlon does 
ind has at the consumer level. 

5. Explore new and _ interesting 
market and consumer surveys 

6. Assist mills in processing, wa- 
terproofing, flameproofing, dyeing, 
finishing, etc 

7. Guide research in improved 
yarn quality, whether it be mechan- 


ical, dyeing, color or luster 


To achieve these objectives, not 
only the customer service groups, 
but also the sales, advertising and 
promotion groups were now brought 
into play. Du Pont did not have to 
face the usual problems in training 
a sales force for Orlon. 

A special organization called the 
sales development group was first 
set up to deal with the new fiber. 
Authorized in October, 1948, it be- 
gan operation in January, 1949. 
Starting with a very few men, the 
organization grew one by one. As 
each man was added, he was thor- 
oughly acquainted with the qual- 
ities of the yarn. 

In July, 1949, George Demme was 
made director of sales for acetate 
and Orlon. There was never a 
point, as in most new sales opera- 
tions, at which the “sales force” was 
“called in” and a meeting or series 
of meetings held to explain the “new 
product.” Nevertheless, by January, 
1950, the sales organization began to 
take shape, growing from the sales 
development personnel. 

In July, 1951, the Orlon group 
started operating as a separate sales 
organization. Today it operates from 
four district offices: Providence, 
R.I., Charlotte, N.C., New York, 
and Philadelphia. Each district of- 
fice has a district manager. On his 
staff are salesmen and the neces- 
sary clerical assistants. The sales 
group is backed in turn by a large 
du Pont staff in customer service, 
sales development, fabric develop- 
ment, advertising, promotion and 
publicity. 

Each du Pont fiber has a separate 
plant, sales and development organ- 
ization, but their interests are com- 
mon in customer service, public re- 
lations and other high echelon func- 
tions. In theory, though children of 
the same parent organization, the 
different fibers could compete with 
one another. 

Among the dual roles which Orlon 
salesmen undertook, during the 
two-year period between creation 
of the sales development group and 
emergence of the formal sales de- 
partment, was that of encouraging 
trial sales of Orlon products at the 
consumer level by du Pont custom- 
ers. The company’s participation in 
this type of activity ranged from as- 
sisting in preparing the proper hang 
tags for garments, to the preparing 








12 Issues 
a year 


Value to readers of 
“Proceedings of the I.R.E.” 


In 1951 this vital engineering journal 
published 1594 of text, which 
equals on a word count basis 3188 pages 
the 


pages 


in a standard engineering text, 
equivalent of six 540 page books. (This 
is exclusive of all advertising, product 
stories and some departmental reading 


matter.) 
1912, the 


has 


Since “Proceedings of 
I.R.E.” the 
source of radio engineering information. 
the most 
field. Its 


research papers are often years ahead 


been authoritative 


In reference indexes it is 
quoted publication in_ its 
of manufacture and point the way to 
is generally 
other 
much to 


future developments. It 


acknowledged that no single 


medium has contributed so 
the 


science. 


advancement of radio-electronic 
Every IRE member receives “Proceed- 
of the LR.E.” as 
membership. It is 


ings part of his 


a treasured asset, 
and a working tool in his “equipment” 


as an engineer —- a source of knowledge. 
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235,62/* 


Radio Engineers 
have joined 


THE INSTITUTE OF RADIO ENGINEERS 


Benefit from 
IRE Meetings — 


IRE Section meetings are held in 74 
cities throughout the world. More than 
700 such meetings are held a year, for 
and discussing engineering 
Wherever 


tration of engineers, an active section 


hearing 
papers. there is a concen- 
serves IRE Members on a geographic 


basis. 


In addition, there are 16 Professional 
Groups which hold meetings on special- 
ized subjects, or branches of radio, 
ranging from audio to airborne elec- 
tronics, from broadcasting to nuclear 
science. These groups provide special- 
ized study into the deep corners of a 
gigantic technology. 


These the 


regional and national conventions and 


meetings, together with 
exhibits, are provided for IRE members, 
to keep them ever abreast with the 
advances of their chosen science. 


*ABC Statement of Dec. 31, 1951 for all member- 
ship from young to senior engineers. 


IRE Services to Members 
and Industry — 


Here in the IRE Headquarters Building 
at 1 East 79th Street, New York City, 
a busy staff of editorial people work on 
the magazine, and another group pro- 
cess applications and service corres- 
The 
organizes professional groups, and forty 
which 


keep order and establish standards in 


pondence technical department 


standing technical committees 


the world’s fastest growing science. 


Four rooms are constantly busy with 
technical meetings, which serve mem- 
bers and industry by coordination and 
clarification, expressed in “Standards” 
and the annual “IRE DIRECTORY”, 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 
“Proceedings of the I.R.E.” The IRE Directory 





Pay ore 


TELL THE 


The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 


Circle 63026 


RADIO 
ENGINEERS 
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of answers by salesmen to questions 
which might arise during the trial 
sales 

At the opposite end of these sales, 
the company’s market research 
group often sought information di- 
rectly from the purchaser. As an 
illustration, approximately 1,100 
women in six different cities pur- 
chased pairs of marquisette curtains 
made of Orlon, and a market survey 
was conducted among them. In all, 
115 purchasers were interviewed 
The survey, which was very favor- 
able, served as an additional guide 
to the poundage the company could 
sell in that particular field 


Publicity . . One advantage which 
nylon had enjoyed in its early years 
of development was widespread 
World 


particularly as the com- 


publicity for its uses in 
War II . 
ponent of ropes and parachutes. So 
well known had nylon’s performance 
become, that in the postwar years 
when quantities of the fiber were 
again available for consumer pro- 
duction, almost all that a manufac- 
turer of wearing apparel needed to 
insure good sales of his product was 
the nylon label. 

Though developed during the war 
years, Orlon acquired no similar 
promotional advantage. In 1944, a 
semi-works was built in Waynes- 
boro, Va., under the auspices of the 
research section of du Pont’s Ace- 
tate Division. Until August, 1945, 
development work was concerned 
mainly with determining how Orlon 
could be used to aid the war effort 
It was found that the possibilities 
were of far-reaching importance to 
the armed forces. But the Orlon de- 
velopment had not been brought to 
fruition when the war ended. There- 
fore, Orlon publicity had to start 
from scratch 

Moreover, it was very retarded in 
its development. Economic factors 
which had been ignored in the urg- 
ency of defense production reas- 
serted themselves with veto force 
when, at the war's end, the com- 
pany’s thoughts turned to commer- 
cializing the product. Publicity had 
to wait several more years while 
the Orlon project underwent exten- 
sive cost analysis and production 
research, before it was finally given 
the go-ahead sign. 
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Which ad 


attracted 


more readers? 


s The Brainard ad . 
lustration . . attracted more readers. 
Acme created a good ad. The 


four illustrations were dramatic and 


. with one il- 


informative qualities often diffi- 
cult to combine in industrial adver- 
tising Each picture 
and its caption told a convincing 
case history of successful product 


illustrations 


use 

But the pictures were small. That 
Even the bold poster 
headline failed to prevent that loss. 


lost readers 


Brainard used one large illustra- 
tion above the headline in a conven- 
tional layout . . and attracted twice 
as many readers (including those 
who read most of the copy). The il- 
lustration wasn’t as dramatic, but it 
was big enough to telegraph a mes- 
sage quickly . . an idea of how the 


Brainard 
Seen- 


Noted Assoc. 


Below is 

the answer 

to the problem 
on page 130 


product is used. 

This comparison supports the con- 
tention that one large illustration 
will outpull several small ones. [Fur- 
ther support for this idea is offered 
in the findings of a new readership 
study reported in an article begin- 
ning on page 68 of this issue ..Ed.] 

If eye-camera studies are cor- 
rect in their findings that headlines 
attract more powerfully beneath the 
picture, Brainard was helped by this 
factor and Acme suffered by ignor- 
ing it. Brainard’s use of a second 
color and extra bold type for three 
words in the headline was aimed 
at getting added attention, but ended 
up by making the three words hard- 
er to read. 

The scores, as reported by Daniel 
Starch & Staff, New York: 


Acme 


Read Seen- Read 
Most Noted 


Assoc. Most 





6 Noted jenotes 


@ Read Most 


10% Ic 4% 
= = = 


readers who read 50% or more of the 


Cost Ratio tells the relationship between 
the cost per hundred readers (who’’noted,” 


ad and the 
median average cost for 
the ads in the same issue. A “Noted” 


{ 175, for example, would mean 


for a specilic 


: 75% more readers 
than par for the issue, par being 
representing the median average 
above 100 is above 


s below average 
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On August 23, 1948, the first news 
release publicly announcing Orlon 
was issued by du Pont. It was cau- 
tious in its claims for the new prod- 
uct, speaking only of outdoor uses 
such as awnings and automobile 
tops, and for the household, a mod- 


est reference to curtains. All the 
early releases went in for under- 
statement. 

Another sizable factor in the 
publicity program was du Pont’s 
own bi-monthly employe publica- 
tion, “Better Living.” This has a 





"Let's wait till we see how 
the election turns out." 


Ever since the days when the early Stone Age 
dwellers ventured forth from their caves, men 
have been inventing reasons for avoiding action. 
Yet the lessons of history have taught us that a 
week later, a month later, or even years later 
there will always be just as many seemingly valid 


excuses for delay. 


Sometimes failure to act is unimportant... or 
procrastination simply delays progress for a 
while. But there are occasions when a “wait 
and see” attitude can cause us to miss the 
boat entirely. 


This is one of those times. 


America has entered a decade of opportunity. 
Economic forces are at work which (regardless 





of political developments) are bound to produce 
a greatly expanded economy. By 1960, there will 
be 18,000,000 more people to house and clothe 
and feed. There will be 5,400,000 more families 
demanding automobiles, refrigerators, television 
sets and the countless other products of indus- 
try. To serve these millions, thousands of new 
plants will be built, filled with new equipment 
and consuming vast amounts of materials 
and supplies. 


The 1950's are a decade of opportunity .. . the 
markets of 1960 will be tremendous. But this is 
a moving, growing opportunity. It calls for 
action today. The companies which are planning 
now... and advertising now ... will be strides 


ahead of competition in the years ahead. 


7 PENTON Sanne 


PENTON BUILDING e CLEVELAND 13, OHIO 
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circulation of 135,000 copies. In a 
steady succession of articles, pho- 
tographic esays and progress re- 
ports, some 87,000 du Pont employes 
were kept informed about the new 
fiber, along with the business press 
Directly 
and indirectly, similar information 
went to the company’s 140,000 stock- 


and the textile industry 


holders, as well as many of its 75,- 
000 customers and 30,000 suppliers 

When approximately a third of a 
million people begin to radiate in- 
terest in a forthcoming product, they 
make a substantial ripple on the 
market, even without the help of 


other publicity 


Literature . . In January, 1950, du 
Pont issued a 12-page report on the 
properties and uses of Orlon which 
it distributed to customers and pos- 
sible users. This contained perform- 
ance charts and tables of specifica- 
tions. It bore the preface: “The 
information contained herein is of- 
fered to serve as the basis for any 
further experiments or work which 
the reader may elect to conduct.” 

The advertising, product informa- 
tion and promotion departments 
prepared a large assortment of de- 
scriptive literature to educate buy- 
ers groups, sales people and con- 
sumers. Among these were: 

A booklet in the style of Life en- 
titled, “Man-Made Fibers,” describ- 
ing technological background in 
simple language, as well as consum- 
er end uses 

A pamphlet entitled, “How to use 
the trade-mark Orlon in print” 
which pointed out the difference be- 
tween generic terms such as nylon 
and rayon, and the trade-mark Or- 
lon 

A 4l-page technical brief pre- 
pared by the organic chemicals de- 
partment, entitled “Dyeing of Orlon 
Acrylic Fiber.” 

A piece for consumer distribution 
talking up the advantages of cur- 
tains made of Orlon, with the P.S., 
“Please remember that the du Pont 
company does not manufacture cur- 
tains or curtain fabrics. They make 


only the Orlon yarn.” 


Advertising .. The last element to 
enter the Orlon marketing picture 
Not until the Or- 
lon plant had been built and was 
ready for full production, not until 
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was advertising 
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TV Tie-In .. 


the sales organization had been in 
existence a year and a half, and 
many thousands of pounds of Orlon 
had already been sold, did the first 
Orlon ad appear 

This was in the July, 1950, issue 
of National Canvas Goods Manufac- 
turers Review. This ad appeared in 
only the one publication. It was a 
double-page spread showing a small 
photograph of an awning, with the 
catch-line, something new un- 
der the sun!” The ad recommended 
Orlon for awnings, umbrellas, and 
outdoor furniture 

Throughout the second half of 
1950, ads in other business publica- 
tions featured the physical proper- 
ties contributed by Orlon. Although 
the initial production of Orlon was 
of relatively heavy yarns for indus- 
trial uses requiring resistance to 
acids or exposure, such as filter fab- 
rics, mine belting, chemical and 
marine cordage, and electrical in- 
sulation, Orlon had now reached an 
intermediate stage of development 

In the first six months of 1951, the 
property story on Orlon was broad- 
ened to include specific applications 
in a summarizing paragraph en- 
titled, “Where has Orlon been 
used?”” This paragraph gave a clue 
to the fact that Orlon was being 
tested in suits, socks, shirts, lingerie 
and sweaters 

A curious restraining note was 
noticeable in the early ads, as had 
been the case in the early publicity. 
One reason that du Pont did not go 


“overboard” in the beginning was 
the company’s own time-table of a 
slow, gradual product build-up. An- 
other, probably, was the company’s 
natural reluctance to push the new 
synthetic fiber at the expense of its 
older ones . . or still newer fibers to 
come. The final lines of copy of the 
ads read, “Although Orlon has 
shown promise in these and other 
applications, remember that no one 
fiber, not even Orlon, serves every 


need.” 


Television . . Du Pont’s next step 
is described by W. J. McGlynn, ad- 
vertising manager for Orlon. 

“In September of 1951 it became 
apparent that end uses were suffi- 
ciently developed to run ads dram- 
atizing specific end uses. The cur- 
tain market was evaluated, and it 
was determined that Orlon made 
very definite contributions in cur- 
tains. Production was ready, and 
mills and curtain manufacturers 
were ready to deliver curtains of 
Orlon in quantity. To accelerate 
consumer acceptance, we believed 
that television offered the fastest 
pay-off. We could demonstrate the 
advantages of Orlon curtains in our 
television commercials. We thought 
that we could do these commercials 
well enough so that housewives 
would go right out and buy curtains 
of Orlon, and they did.” 

Here is what the television pro- 
motion consisted of. Du Pont spon- 
sored two shows, tied in with di- 
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2100 mORTH RACINE AvENY 
CHICAGO 14, FLEINOTS 


GENERAL EXHIBITS AND DISPLAYS, 
2100 NORTH RACINE AVENUE, 


Designers and Builders: EXHIBITS, DISPLAYS, SALES MEETINGS, SHOWROOMS, MODELS, DIORAMAS, ANIMATIONS AND 


.. DISPLAYS FOR SPECIFIC SALES REQUIREMENTS 


FLEXIBILITY 


Designed to fit in 
spaces from 7 feet to 
14 feet. Animated to 
tell its story. 





SPECIAL APPEAL 


to feminine audience 
—light, airy design with 
vanity table behind 
front panel. 





CHICAGO 14, ILLINOIS 


FULL LINE DISPLAY 
Product, product and 
more product but all in 
its natural habitat. 





Phone: 


ROOM TO SELL 


Product spaced through- 
out display . . . ample 
room for sales personnel 
to work, 





Inc. 
EAstgate 7-0100 


CUTAWAYS 
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Send f atlatile Reprints of editorial features 
in- @ Send for avaiiable are offered here as a special 
forced by personal contact The service to IM readers. Please 

send number and name of 


° 
shows were four quarter-hour seg- reprints article with exact amount in 
ments of the “Garry Moore Show” coins, stamps or check to: The 
on 34 CBS TV stations, and four Editor, Industrial Marketing. 200 

4 i E, Illinois St., Chicago. 
quarter-hour segments of the Don of Industrial Marketing iisient eee. ilies. ceil 
Ameche-Frances Langford Show orders under $1. We'll be happy 
on 17 ABC TV stations a total to bill you for larger sums. 
of eight quarter-hour segments 
Time of the telecasts: Garry Moore 
Show 2:15 PM, September 18, 25, 
October 2 and 9, 1951; Don Ameche 
Show 12:45 PM, September 21, 
28, October 5 and 12, 1951. The TV 


scripts were the work of du Pont’s 


rect mail, which in turn was re 


feature articles 





What will happen to expanded plant capacity? 


advertising agency, Batten, Barton How to live happily with your agency 
Durstine & Osborn, New York wpariat ie Bon a or ; 


Henry Bean, account executive 454 advertising agencies place 415.897 pages in business papers in 1951 


For the direct mail tie-in, an- 91 companies report . . industrial salesmen earn average $8,000 in ‘51 


nouncement folders were sent to all 
’ —_ ° ‘ 

curtain buyers in the viewing areas Industrial ad budgets to hit 2.16% in ‘52 

Merchandising kits, ht iding stores Salaries of industrial ad managers rise in past 11 years. . 

with all material enabling them t Median industrial advertiser spends $150,000 

identify themselves with the pro- 
You can hire salesmen faster with this interview technique 

motion on their counters and in 1 z } 

their own newspaper ads, were like- Today's cheap advertising dollar . . is it fact or fancy? 

wise distributed. Three follow-up ; _ 

letters were sent to the curtain buy- 1951 business paper volume to reach all-time peak 


ers to keep interest at a sustained 
I : " How to use Starch 


peak for the full term of the pro- ; 1 


motion This phase of the opera- Today's sales incomes can get out of hand . . stop them 


readership reports 


tion, as well as the coordination of 
the whole, was the work of the du How 551 advertising agencies placed space in business papers in 1950 


Pont advertising department i sabia as: Satie widiaeine 


The company’s “market contact 
” . } How industry buys 
group” was responsible for personal i has 
contacts with cutters, central buy ing 16 How business papers can meet their new competition 
offices and metropolitan New York ‘ seis eis F ‘ 
stores. while per sonal contacts with Decentralize your sales force for more effectiveness 
key department stores in TV view- 


: . : How to use graphs in industrial advertising 
ing areas were made by du Pont’s L. Leonard . pt. 1949. 25c 


“merchandising group 22 things you should know about industrial buyers 
Retail . . How did the promotion How to measure results of industrial advertising 
go over? Du Pont’s merchandising ‘ 
16 ways to sell to engineering departments 
group representative at Dey Broth- nett, Ay 1949. 
er, Syracuse, N.Y., repo! ted We went to four-color inserts on a cut budget 
“The Orlon promotion at Dey pa 


Mock de strat s ‘s clos 
Brothers was a complete success ockup demonstrator improves salesmen's closing ratio 


e store’ wn pro! egan : , : 

Th ores own promotion be gan i Using newspaper advertising to spot industrial buyers 
with an ad on Sunday, Septembe1 Ferdinand j., 1948. 3 

23; a window display was planned How can I find what type to use? 


4 


for September 24, but the window 
Techniques that will make your cop ull 

did not become available (because : 18. PY P 

of reconstruction) until Septembe: Market research combats high distribution costs 

28, at which time the Orlon stocks : : 

had all been sold. The buyer stated The effectiveness of repeated advertisements 

that there was very little demand 

for Orlon before this promotion 

broke on TV. One saleswoman said The economics of industrial advertising 

that the Garry Moore TV show ' 


definitely created the demand for 


138 /' justrial M 


The orchestration of type 





Good for selling because used for buying. 





It's amazing 
how IEN helps a business. 


For growth, modern industry depends on ideas. 


The most useful ideas are reflected in new or im- 
proved equipment, components, materials. 


That’s why the successful manufacturer is as 
eager for product news and information as the 
seller is to get it to him. 


And it explains why the most needed business 
paper is the one which offers the largest number 
of product ideas in the most convenient form. 


Every month INDUSTRIAL EQUIPMENT 
NEWS provides more than 1,000 quickly usable 
product ideas to improve manufacture. IEN is by 
far the most accurate and complete product news 
reporting service that exists. 


Is it any wonder that the 58,000 men with the 
greatest buying influence in the 38,000 best rated 
and most active plants have mailed written re- 
quests to receive IEN monthly? 


It’s no wonder they buy so many of the products 
described in IEN, 


“THAT'S WHEN WE STARTED TO GET 
INDUSTRIAL EQUIPMENT NEWS.” 


USE THIS COUPON FOR HELPFUL INFORMATION 


The six items listed below are available in our Media Data 
File folder—yours for the asking. This folder contains all the 
information you need to indicate how Industrial Equipment 
News can carry information on your products to all manu- 
facturing industries. 


It’s amazing 
how IEN sells for a business. 


1—NIAA Report... 4—Inquiry checking and 
2—CCA Audit analysis work sheet 
3—The IEN Plan (how to. 5—Work sheet for new 


The nearest approach to scientific marketing is to 
reach all of your good prospects at the right time 
in the most effective way at the lowest cost. or 

reach the men in industry product publicity 


On an industry-wide basis, and with daily access who specify and buy) 6—Check chart for 
to the compilation records of its affiliate, Thomas’ advertisement analysis 
Register of American Manufacturers, to keep its ot 

Industrial 


list current, IEN has found and verified the men 

with buying influence in most all the best rated 7 

and most productive plants. This network of 62,000 

buyers reads and uses IEN for finding and buying - Equipment 


their current product needs. 


When IEN arrives, the reader goes through the 
book window shopping for ideas, new and im- 


proved products. If he needs specific products, he 
finds them in the index on the front page. 


Nothing is spared to give IEN readers what they 
want ... fast. Both ads and product news are 
organized in easy eyefulls ... accurate, complete 
reporting and illustrating. 


And the advertising rate is remarkably thrifty... 
a nationwide, all-industry, 12-month campaign 
with standard space units for $1500... only $125 
to $130 per month. 


Industrial Equipment News The Original 
Thomas Publishing Company 1EN 
461 8th Avenue, New York 1, N. Y. Founded 1933 


Send to 
Name 


Title a 
Company. 
Address sy 


( ) complete media data file 
oritemno.1( )2( )3¢( )4¢ )5¢ )6¢ ) 














Orlon because the customers men- 
tioned having seen it 

“The real highlight of this docu- 
mentation is the fact that where the 
store had had little demand for Or- 
lon previous to the promotion, fol- 
lowing its ad it had a complete sell- 
out of 200 pairs of Orlon [curtains] 
in 5 days. I was interested to learn 
that people came from as far away 
as Canada 
Dey ’s “s 

A similar report was made by a 


to purchase Orlon at 


department store buyer of curtains, 
William Sonn of Julius Gutman & 
Co., Baltimore, Md. Mr. Sonn told 
du Pont: 

“We sold $32,000 worth of Orlon 


on our first ad, and actually outsold 














nylon, which was advertised at the 
same time. The results proved this 
to be the most successful promotion 
and advertising campaign ever con- 
ducted by the curtain department 
& Co. was 
established 74 years ago.” 

To sustain the impact of the TV 
promotion, du Pont continued ad- 
of Orlon with 


newspaper ads in 9 cities. 


since Julius Gutman 


vertising curtains 
For four 
successive weeks in November, 1951, 
the company ran newspaper ads in 
Pittsburgh, St. Boston, 
Youngstown, Akron, Atlanta, Rich- 
Houston, and Dallas-Fort 


Louis, 


mond, 


Worth. 


Consumer Ads... Once it was ob- 
vious that Orlon curtains had taken 
hold with customers, the company 
began extending its campaign. The 
first ad in this program of broaden- 
ing the applications of Orlon in ap- 
parel appeared on Dec. 15, 1951, in 
It fea- 
tured women’s jersey skirts made 
of Orlon 
ad in the Post featured men’s dress 
1952, du Pont 
continued broadening the applica- 
tions of Orlon 
dresses made of a blend of Orlon- 


the Saturday Evening Post. 
Two weeks later, another 


shirts. Throughout 


in apparel . in 


nylon, fleece coats, sport shirts, and 
seersucker suits. The most recent 
new application appeared in an Au- 
gust 19, 1952 ad in Daily News Rec- 


ord, which discussed the new fiber’s 
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contribution to men’s flannel suits of 
40°;, Orlon, 60°% wool 

Du Pont's current 1952 advertis- 
ing schedule for Orlon includes ten 
publications. The consumer cam- 
paign is carried on in This Week 
and The Saturday Evening Post. 
The campaign to industry appears in 
Chemical Engineering, Mill & Fac- 
tory, Modern Industry and U.S. 
News & World Report. The trade 
campaign includes Daily News Rec- 
ord, Department Store Economist, 
Men's Wear and Wear 
Daily. 

Other publications in which Orlon 


Women’s 


ads appeared during the year pre- 
vious were Factory Management & 
Maintenance, Fortune, Institutions, 
National Canvas Goods Manufac- 
turer's Review, Newsweek, Retailing 
Daily and Time. As ad manager for 
Orlon, Mr. McGlynn is responsible 
to B. J. Clark, who is advertising 
manager for all du Pont textile fi- 
bers . . nylon, rayon, acetate, Dac- 
ron, nylon and Orlon acrylic fiber. 


Pay-Off . . From an over-all point 
of view, du Pont’s attempt to market 
its new synthetic fiber can be as- 
sessed as a highly successful opera- 
tion 

A second plant has just been 
erected at Camden, S.C., for the 
manufacture of 30,000,000 pounds of 
Orlon staple. (The original 6,500,- 
000-pound plant makes continuous 
filament Orlon 
chopped up in short lengths which 


yarn. staple is 
are spun like cotton.) 

Completion of the Orlon staple 
plant marked a total of more than 
$50,000,000 spent thus far by du 
Pont on its acrylic fiber. 

It is apparent that only a large 
organization with ample resources 
could tackle a project of this nature. 
The development of a new synthetic 
fiber and markets is a long range 
research and sales planning job re- 
skilled 
many fields, working in the closest 
And the task 


does not end with the successful in- 


quiring many workers in 


sort of cooperation 


troduction of the product. 

Even now, the company has a 
group of 40 men assigned to work 
with customers who require tech- 
nical help. A clothing manufacturer, 
for example, now has the problem 
of working on new fabrics within 
the limits of his present facilities, 


not readily adaptable when synthetic 
Du Pont has 
sent a man to this plant to show the 


textile goods are used. 


manufacturer how his equipment 
can best be used in working the new 
fibers. 

Last month, du Pont held a one- 
day conference on dyeing of Orlon 
for the benefit of textile men. They 
heard the company’s technologists 
discuss the newest and best meth- 
ods. In addition, du Pont showed 
them a new pressure batch dyeing 
machine, the first major develop- 
ment in batch dyeing methods in 
500 years, which it will license to 
textile machine manufacturers and 
which will be available to dyers, 
royalty free 


These are services which a mod- 
ern industrial company must be 
willing to render if it wishes to ex- 
pand horizons for its products. It 
is a concept of marketing in which 
research and promotion are insep- 
arable and the best way to sell 
your customer is first to sell your 
customer's customer. 


More media changes. . 
Joseph M. Koehler . . { 


Duipoarda ic been named t 


John W. Greve . . formerly 


Donohue Directories, 


Finishing . . Finis 


} 
na movea 


Metal 


Synthetic Textiles . . | 


NI 


Bagology . . externa 


f 








Let’s swa 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Want to be sure 
your letters are answered? 


Here's an idea that may increase your re- 
turns On inquiries and save a great deal of 
time, too. Our “ Lignum -Vitae-Grams"’ 
are attached to file copies of all letters on 
which we want to receive a reply. Two 
copies are put into a tickler follow-up 
file. When the tickler fle brings up the 
correspondence on a date designated and 
there has been no answer, then the ‘‘Lig- 
num-Vitae-Gram” and file copy is mailed 
to the company or party to whom we 
have written. (If we get an answer before 
the tickler date, we destroy the Lignum- 
Vitae-Gram.) Experience has proven over 
many years that we get a greater percent- 
age of replies by using the Lignum-Vitae- 
Gram instead of a regular typed letter to 
follow up. Substitute your own company 
name, and this idea may help you, too! 


Samuel E. Gold, Sales- Advertising Manager, 
Lignum-Vitae Products Corp., 
Jersey City, N. J 


Are you in the dark 
about printing papers? 


If they all look alike to you, there are 
several simple rule-of-thumb tests to help 
you determine or compare qualities. For 
example, to distinguish a true coated 
sheet from an uncoated, tear the sheet at 


an angle to obtain a broad featheredge 
surface. Draw the edge of a silver coin 
over both surfaces. If the stock is coated, 
the coin will make a black mark that will 
stop at the featheredge. Or — scrape the 
surtace with a penknife; the coated sheet 
always powders. But the best test of all is 
a comparison run on an actual printing 
job. For instance, test Kimberly-Clark 
Hifect* against any premium- priced en- 
amel and you'll see dramatic proof that 
Hifect is your best buy for five printing 
jobs. But you may not agree Hifect 1s 
that much better— until you discover, of 
course, the amazing difference in cost . 
up to 20% /ess for Hifect ! 











Attaches labels to printing plates 


We've discovered that by attaching an 
identification label to our printing plates 
we help everybody. We send our suppliers 
a label with our firm name and all perti 
nent information on the individual ad 
which they in turn attach directly to the 
printing plate. A simple procedure—but 
we've found it works wonders ! 

L. M. Allen, Traffic Manager 

Oakleigh R. French & Associates, St. Louis, Me 


You don’t have to be a mechanical genius 
to know a good offset paper when you 
see one! All it takes is 10 minutes on the 
press with Lithofect* Offset Enamel —the 


slick, low-cost sheet that stops for noth 
ing, prints like a million dollars! You'll 
discover, too, that Lithofect’s price lets 


you compete with the costliest kind of 


: 
color reproduction. Ask your distributoft 
about it today 


How complete is your mailing list? 
Firms wishing to check or increase theif 
customer prospect lists for direct mail 
advertising can often do so quickly and 
without cost by swapping their lists with 
those of the trade papers serving theif 
field. This is particularly true in paper$ 
with controlled circulation. We, as pubs 
lishers, welcome such trades since it aidg 
us as well as prospective advertisers, and I 
know of at least half a dozen other publi¢ 
cations which do the same 

Hugh Robinson, Advertising Department 

Urner-Barry Company, New York, N.Y. 


Do you have an idea to swap? 

Tell it to Kimberly -Clark! 
All items become the property of Kim 
berly-Clark. For each published item, « 
$50 Defense Bond will be awarded to the 
sender. In case of duplicate contributions, 
only the first received will be eligible for 
an award. Address Idea Exchange Panel 
Room 238, Kimberly-Clark Corporation, 
Neenah, Wisconsin. 
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How to protect your trade-mark 


.. du Pont booklet points way 


How to use 
the trade-mark 


-ORLON' 
m pri 


Tuis rouner is designed to hélp you 
use the trade-mark “‘ORLON” properly 
in editorial text, in advertising and 
promotion copy, on tags, labels, etc. 
The suggestions given here are im- 
portant because ““ORLON” is a Du Pont 
trade-mark like ‘'FABRIKOID"’, “‘DUCO”, 
“ZELAN”, “LUCITE”’. It is not a generic 
term like nylon, neoprene, rayon 

Observance of a few simple sug 
gestions for‘using this new trade-mark 
in print will be beneficial to everyone 
It will provide a uniform method that 
will help establish its meaning and 
avoid misunderstanding in the minds 
of the trade and the general public 

The points mentioned in this 
folder are being followed in Du Pont 
advertisements, sales promotion ma- 
terial and general publicity 








Safeguard . . Booklet 


went t iu t 


facturers ind dealer 


® PROTECTION of trade-marks is a 
problem that du Pont shares with 
many other companies. Occasional- 
ly a product in wide use gains such 
general acceptance that its properly 
registered trade-mark becomes ab- 
sorbed into everyday language. Un- 
less prevented by legal action, it 
drops its initial letter, turning into 


a “generic” term that everybody, 
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competitors included, can use in de- 
scribing all examples of that type 
of product. 

Whenever this happens . 
has happened many times . 
company loses both a business prop- 
erty and a valuable marketing ad- 
vantage. 

Preventing trade-marks from “go- 


. and it 
. some 


ing generic” is as much a literary 
problem as it is a legal one. Out- 
right thefts are relatively few, but 
losses through neglect are common. 
A company cannot spend its entire 
time monitoring the way in which 
customers and publications refer to 
its trade-marked products. Yet it 
can start matters off in the right 
direction . . as du Pont did in a care- 
fully worded leaflet sent to custom- 
ers . . by making clear what its 
trade-mark was, and how customers 
should use it in the various situa- 
tions they were likely to encounter. 
Most important: if the product is 
the first of its kind on the market, 
the trade-mark owner may be wise 
to provide his product with a generic 
term (in addition to its trade-mark) 
just to head off trouble in ad- 
vance. That is another one of the 
steps du Pont took 
To persuade its customers to use 
the generic term and the trade- 
mark in a way that would best 
protect du Pont, the company dis- 
tributed a booklet, of which the full 
text follows 


® FOLLOW these few suggestions to 
simplify and clarify identification of 
ORLON Acrylic Fiber 

“ORLON” is a trade-mark used 
by Du 
other things its acrylic fiber—in- 


Pont to designate among 


cluding yarns, staple and filaments— 
made from the original synthetic 
chemical compound. 


1. Make the trade-mark 
distinctive 

Wherever it is used, “ORLON”, 
because it is a trade-mark, should 
stand out in some distinctive man- 
ner. For example by using: 

Quotation marks—“Orlon” 

Capitals—ORLON 

Italics—Orlon 

Combination of capitals and quo- 
tation marks—“ORLON” 


2. Link the trade-mark with 

its generic term 

At least once on every page of 
printed matter, preferably the first 
time it appears on the page, the 
trade-mark “ORLON” should be as- 
sociated with its generic term thus: 

“ORLON” acrylic fiber . . . 

This is necessary to assure that 
the generic term will be implied 
when the trade-mark is employed 
alone elsewhere. 

The generic term—acrylic fiber— 
need not be capitalized. It may be 
in any form, provided “ORLON” 
still receives distinctive handling. 

For example: 

“ORLON” Acrylic Fiber—New 
Synthetic with Many Advantages 


3. Designate ‘’Orlon” as a 
Du Pont trade-mark 

Wherever the trade-mark “OR- 
LON” is used it must be identified, 
at least once, as a Du Pont trade- 
mark. The preferred way to do this 
is to follow the first mention of the 
trade-mark with an asterisk, refer- 
ring the reader to a footnote in 
legible and appropriate type which 
explains that “ORLON” is a Du 
Pont trade-mark—thus: 

ORLON* acrylic fiber is another 
example of outstanding synthet- 
ic fiber research. 

(Footnote): *Du 
mark 

Quotation marks should not ap- 

pear where an asterisk is used, since 
quotation marks are not a part of 


Pont trade- 


the trade-mark. 

The statement of Du Pont’s own- 
ership of the trade-mark “ORLON” 
may be combined in a footnote with 
the use of the generic term, in this 
fashion: 


ORLON* promises to find many 





Make it easy for your customer to buy! 


Put yourself in his place. Have vou ever tried order- 
ing from a clumsy, hard-to-manage binder? 

Since catalogs are like salesmen, choose a binder 
as you would a salesman. Let Remington Rand aid 
you in the selection of a cover with “Sales Appeal”. 
Give your products and services the best break — and 
you'll make more sales! 

Look over the binders pictured on the right: 
LEV-L-LOK is ideal for sales presentations — it opens flat, 
stays flat. . “‘Look, no hands”! 

CATALOGER is best for sales catalogs that expand. Holds 
as many as 1000 sheets and lets them lie flat! 
SALEMASTER combines a flat-reference catalog with a 
visual sales presentation on a built-in easel. 

TRI-LOCK gives you compression, flat-reference, and 
easy sheet changes, too. 

PARA-PRONG Saves inches in overall size, yet holds many 
more sheets per inch than any standard ring binder 
Remington Rand offers the widest variety of binders 
ever found under one maker's name. You choose the 
binders that suit your specific needs, fit your budget. 
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| 


LEV-L-LOK 


Get the complete story now on these versatile sell- 


ing aids! Send the coupon today! 


Remington. Mand. 
ma € 
Management Controls Reference Library, Room 


1376, 315 Fourth Avenue, New York 10, N. Y. 
Please send booklet LL 172. I understand that this request 


does not obligate us in any way 
Name__ 
Company 


Address 





City_ 


__. $tate_____ ——— 
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uses in the textile field 
(Footnote): *Du Pont’s 
mark for its acrylic fiber 
This form may be 


useful on tags, labels and other small 


trade- 
particularly 


promotion pieces where space 1S 


limited 


4. Use in combination with a 
fabricator’s trade-mark 
WONDERFUL’ Ninon 
made ef ORLON? acrylic fiber 
(Footnote): *Trade-mark of 


Company, etc 


curtains 


+Du Pont trade-mark. 
WONDERFUL’ Awnings made of 
ORLONY?. 
(Footnote): *Trade-mark of 
Company, etc. 
*Du Pont trade-mark for its 


acrylic fiber 


5. Two things to avoid 
A. Do not use “ORLON” as a 
possessive 
For example: 
It is wrong to say: “ORLON’S” 


wonderful wear resistance 


It is correct to say: The wonder- 
ful wear resistance of “ORLON” 
acrylic fiber. 

B. Do not use “ORLON” as a de- 
scriptive adjective to de- 
scribe garments or fabrics 
fabricated by other manufac- 
turers. 

It is wrong to say: “ORLON” 
fabrie—“ORLON” dress— 
“ORLON” suit—etc. 

It is correct to say: Fabric 
(or dress) made of “OR- 
LON” acrylic fiber. 

















Highest. . 7! 


Hikes readership, traces sales 


of $200,000 to wire rope drive 


® wHEN American Steel & Wir 
Co., Cleveland, switched from “bill- 
board type” of copy to case history 
applications for Tiger Brand Wire 
Rope, readership scores of the ads 
shot upward 

One of the first ads in the case 
history campaign an ad headed, 
“Take to the air and get it there,” 
achieved a Readex readership factor 
(measure of conscious reader reac- 
tion) of 47 
one issue of Construction Methods 


Advertising Manager O. B. Stauf- 


. highest of any ad in 
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fer gave these reasons why he 
thought the ad attracted so many 
readers 

“First, because it is not just an- 
ther standard ad of the type com- 
monly used in the wire rope in- 
dustry a picture of a reel of rope 
and a line or two of ‘billboard’ copy 
claiming that X-brand of wire rope 
is better. Second, case history ad- 


vertising simply attracts greater 


readership 
“The foundation of any advertis- 
good 


ing program 1S necessarily 


photographs that show off the prod- 
uct to good advantage. Unretouched 
photographs have been used in the 
principal illustrations. Wire rope is 
very difficult to illustrate because it 
is always so much smaller than the 
equipment it is used on. The pic- 
tures bring out the wire rope well 
and attract attention. The three-way 
combination of interesting photo- 
graphs, an imaginative headline and 
case history copy, I am sure, served 
to attract the unusual readership.” 

The illustration of the aerial 
cableway suspended on wire rope 
cables high above Mt. Morris dam 
commanded attention probably for 
the same reason that illustrations of 
raised lift trucks consistently 
achieve higher 
than illustrations of lowered lift 
trucks in business publication ad- 
vertising: Apparently something big 
lifted or suspended shows inherent 
action . . and stops the eye. Copy 
is crammed with facts and figures, 
but its story of the aerial cableway 
has enough general interest to get 
by on the editorial pages of a general 


readership scores 


magazine. 

Within nine months of the start 
of the current campaign, American 
sold $200,000 worth of wire rope 
products which it said were “direct- 
ly traceable to the campaign.” As 
one result of this volume, the com- 
pany improved its manufacturing 
procedures and reduced production 
costs. 

The schedule included Construc- 
tion Methods, Contractors & Engi- 
neers Monthly, Excavating Engineer, 
Industrial Distribution, Mechaniza- 
tion and Purchasing. Batten, Barton, 
Durstine & Osborn, Cleveland, is 
the agency. 





WHETHER YOUR 
COMPANY Is— 


BIG 


..-MEDIUM-SIZED ...OR SMALL 


Make Sure You Aren't Overlooked 


AT THE VITAL MOMENT WHEN 
INDUSTRY HAS ORDERS TO PLACE 


With industry looking for a reliable source of 
supply at this very minute, it’s mighty important 
to you and your organization not to be overlooked. 
What’s the best way of making certain that 
industrial buyers know WHY...HO . and 
WHERE to contact YOU? We’ll let a few 
CoONOVER-MAST PURCHASING DIRECTORY adver- 
tisers answer that question in their own words: 


“‘We have been very pleased with our inquiry 
results ...returns are better than most other 
directories, we have found.” 
—Crane Packing Co. 
“Have received a great many valued inquiries, 
exceptionally well satisfied.’ 
— Williams Patent Crusher & 
Pulverizer Co. 
“One inquiry alone has brought us $380,000.” 
—Fabweld Corp. (Welded Assemblies). 
There are good reasons why the CONOVER- Mast 
PURCHASING DIRECTORY gives you more business 
pee advertising dollar. FIRST: The ‘Survey of 
ndustrial Buying Practices’’ conducted by the 
National Industrial Advertisers Association shows 
that directories are used more than any other 
medium in establishing contact between the in- 
dustrial buyer and seller. 

SECOND: The Conover-MastT PURCHASING 
DIRECTORY gives you 60%, greater coverage of 
the manufacturing field than you get through any 
other directory. 

Twenty-three hundred firms selling to industry 
now use the CONOVER-MAsT PURCHASING DIREC- 
TORY in getting orders and buying inquiries. 


Conover Mast 


PURCHASING 


DIRECTORY 


737 NORTH MICHIGAN AVENUE, C 


CONSULT YOUR ADVERTISING AGENCY 


LEARN WHAT IT CAN DO FOR YOU 
WRITE, WITHOUT OBLIGATION, TODAY 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


THOMAS’ | 
REGISTER , 6857 
MacRAE'S 13.811 4543 


MANUFACTURING CIRCULATION a ALL OTHER [_] 


Total Circulation 
25,011 CCA 
Dec. 1951 
19,943 ABC 
Dec. 1951 
18,354 CCA 
Dec. 1951 
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ke 


sells budget to management 


@ “BUDGET APPROVED as submitted.” 
That's music to any ad manager's 
ears 
One such fellow who listened to 
it with double satisfaction is Alan 
Brown, advertising manager, Bryant 
Chucking Grinder Co., Springfield, 
Vt. Not only was his proposed ad- 
vertising program which called 
for a radical change in the com- 
pany s approach . . fully endorsed 
by his bosses, but he won $1,000 for 
his efforts in getting it endorsed 
The cash was first prize in this 
year’s Industrial Press Award, giv- 
en as a reward to the advertising 
executive who has done an out- 
standing job of selling his advertis- 
ing program to top management 
How did Mr. Brown do it? 
took full ad- 


vantage of his advertising knowl- 


For one thing, he 
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edge. Since the business of an ad 
manager is literally making presen- 
tations either through the press, di- 
rect mail, or other media, he used 
some of these presentation tech- 
niques in selling his plans to man- 
agement 

Along with his proposed budget, 
Mr. Brown 40-page 
presentation containing every bit of 


submitted a 


ammunition he could muster . . com- 
petitors’ ads, excerpts from business 
charts, graphs, pro- 
posed photographs. The 
material was attractively prepared. 
And every page of the presentation 
had a brief but pointed commentary 
by the ad manager, which held the 
together with continuity 


publications, 


layouts, 


material 


and urged a definite conclusion. 
Step by step, the typewritten com- 


ments and the assembled material: 


1. Documented the need for a new 
program. 

2. Showed what direction it should 
take. 

3. Outlined the phases of the pro- 
posed new program. 

Bryant’s problem was to correct 
a wrong impression prevalent in in- 
dustry about the performance of 
grinders. The company believed 
that published material by compe- 
tent but technical 
writers and ads by the company’s 
competitors were erroneously citing 
examples of poor grinding as “nor- 
mal production.” Conclusions about 
grinding results were frequently 
based on what Bryant considered 
to be poor grinding practice. 

The company’s previous advertis- 
ing program, associating the name 
of Bryant with quality and preci- 
sion, had earned good Starch scores 
and seemed to be doing a success- 
ful job. But the company struck 
a layer of skepticism when it tried 
to promote grinding as a finishing 
process by means of technical ar- 
ticles in the industrial press. 

When articles by Bryant were 
published in metalworking papers, 
demonstrating that the company 
could grind bores accurate to a 
millionth of an inch and produce 
finishes of less than one microinch, 


misinformed 


the company received this reaction 
from customers: “Sure, we know 
you fellows can do that in your shop 
under ideal conditions, but we can’t 
do that in our own shop.” 

The company went out and in- 
vestigated. It found that customer 
troubles with internal grinders were 
frequently due to imperfect align- 
ment of the machine. The company 
also found that customers were get- 
ting wrong information on correct- 
ing grinding errors from competent 
but misinformed sources. Further, 
distribution of correct information 
about alignment had actually been 
restricted as “trade secrets.” 

It became apparent, therefore, that 
Bryant had a market problem. In- 
dustry lacked information on inter- 
nal grinding as a process; customers 
lacked information on how to use 
internal grinders. The company’s 
advertising program was not meet- 
ing that need. 


Education . . In order to provide 
correct and useful information that 





@ PRIME MOVER 
® of INVENTORIES 
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Industry's “Workhorse” 
Invites Advertisers 
Into Its 60th Edition 


Next year, the 60th consecutive annual edition 
of MacRae’s Blue Book will again produce top- 
quality inquiries for the thousands of adver- 
tisers who will describe their products in this 
most-favored, most accessible of industrial di- 

rectories. Shouldn't you have the details 


of its pulling power? 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


been received with enthusiasm. 


For single copy costs and 
advertising rates, write: 


MacRae’s Blue Book, 
18 East Huron St., 
Chicago 11, Illinois. 


America’s Greatest Buying Guide 
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would restore confidence in internal 
grinding as a finishing process, and 
ensure the company’s future poten- 
tial market, the advertising depart- 
ment began to plan an active adver- 
tising program built around an edu- 
cational theme. It proposed that the 
“alignment” theme be developed 
within the regular advertising pro- 
gram by means of display ads, di- 
rect mail, and editorial publicity 
One advantage of this was that 
the alignment story provided an op- 
portunity for some outstanding art 
work for the company’s display ads, 
which would help maintain its high 
“Noted” scores in the Starch reports 
and promote high readership in the 
metalworking industry. The com- 
pany used facts from Audit Bureau 
of Circulations and Controlled Cir- 
culation Audit statements to justify 
its choice of business publications 
It chose 
ican Machinist, Iron Age, Machin- 


within this area Amer- 


ery, Production Engineering, and 
Steel 

The advertising department pro- 
posed, in addition, that three special 
educational projects be set up out- 


side of its regular budget 


1. Produce a sound, color movie 
While the initial cost 
(something under $25,000) would be 


on alignment. 


high, it would continue to be a us- 
able tool over a period of years at 
low maintenance cost The wide 
acceptance of a previous Bryant ed- 
ucational film gave the advertising 
department confidence in the suc- 


cess of this one 


2. Prepare and distribute a small 
textbook devoted exclusively to in- 
ternal grinding. This would involve 
finding a technical author of suffi- 
to lend 

There 


would also be the job of accumula- 


cient knowledge and name 
prestige to the publication 


tion and classification of technical 
data preparatory to turning the in- 
formation over to the author. This 
book would be made available, by 
Bryant, to educational institutions 
and industry 


3. Present the alignment story 
through a lecture series. In the 
past the company had fulfilled re- 
quests to speak to technical organi- 
zations, educational institutions and 


With the 


members of companies 


completion of a film on alignment, 
the company would be in a stronget 
position than ever to present its 
story of alignment by means of the 
speaker's platform 

In addition to meeting the com- 
pany’s immediate market problem, 
the complete program was presented 
as one which could result in reduc- 
ing the service cost on the com- 
pany’s machines 

The advertising department’s new 
program was developed gradually, 
piece by piece, over a period of sev- 
eral months, and the effort to sell 
management proceeded simultane- 
As various pieces of pub- 
letters, ads, 


ously 
lished 
pamphlets, books . 


material 
concerning poor 
grinding or misinformation on how 
to correct grinding errors came into 
the department’s hands, they were 
shown, one by one, to the various 
members of the management group. 
During this period, the company’s 
advertising agency, Henry A. Lou- 
don, Boston, drew up a comprehen- 
sive layout of the new display ad 
to demonstrate what could be done 
in the way of oustanding art. This, 
too, was shown to management. 


Crystallization . . When the mate- 
rial which the advertising depart- 
ment was gathering had all been 
circulated on a_ piecemeal basis 
throughout the management group, 
it was finally reassembled in the de- 
partment 

At this stage it became apparent 
that a radically new approach such 
as the department was advocating 
demanded a major selling effort. 
The material was therefore put into 
formal, presentation shape. All of 
this material wrapped up in one 
package made a much greater im- 
pact on management than the de- 
partment’s previous piecemeal ef- 
forts 

Management was impressed be- 
cause the advertising department 
told a complete story in logical fash- 
ion, backed up by all the factual 
evidence it could muster. And it 
accepted that story to the extent of 
approving the advertising budget in 
its entirety 

There are many ways of telling a 
story. This time, advertising itself 
dictated the way with complete 


success 


Hough proves ad effectiveness 
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would make strong selling efforts in 
that area. 

2. To maintain the company’s 
position of leadership, increase total 
sales volume in the face of rising 
competition, and retain the loyalty 
and business of present customers. 

The job assigned to advertising 
was unusually heavy. Advertising, 
in its various forms, would have to 
make the original contact, develop 
interest, supply leads for distributor 
follow-up, and actually make the 
sale in as many instances as pos- 
sible. It would have to perform 
the missionary or pioneer sales 
work that is ordinarily performed 
by sales personnel, since the com- 
pany could not depend upon a dis- 
tributor setup that was geared 
strictly to the construction equip- 
ment market. 

Advertising alone, it was decided, 
could effectively reach all the wide- 
ly scattered industrial markets. 
And advertising was also assigned 
the job of establishing prestige for 
the Payloader name and making it 
synonymous with tractor shovels 
everywhere. 


Ad Program. . For 1951, Hough 
advertising took eight chronological 
steps in reaching for its pre-deter- 
mined goals. 

1. A complete analysis of the 
previous year’s sales by model and 
industry was made, to evaluate 
markets and determine which mod- 
els were of prime importance with- 
in each market. 

2. New markets and their poten- 
tials were analyzed in the light of 
new Payloader developments suited 
to these markets. As a result of 
this study it was decided to enter 
several new markets. 

3. Vertical and horizontal trade 
papers were selected to provide full 
market coverage in both the con- 
struction and industrial markets. 
This entailed revising the company’s 
industrial media list to provide bet- 
ter and more effective coverage, and 
also broadening the scope of adver- 
tising in general news magazines. 

4. Strong direct mail programs 
on national and distributor levels 
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This is no guess! BLAST FURNACE AND STEEL PLANT reaches 
the steel mill operating, maintenance and engineering officials that 
,Fequisition, recommend and buy steel mill equipment and supplies. We 
base this statement on fact-—-as a member of both the Audit Bureau of 
Circulations and the Associated Business Publications, every copy of 
BLAST FURNACE AND STEEL PLANT is subject to audit. So 
you can be sure that your sales message is getting into the hands of 
the steel men with buying influence. 
You can be sure you're covering the whole industry. Over 90° of all 
steel plant officials with buying authority, every plant in the United 
States and Canada, and most foreign countries are represented on the 
subscription lists of BLAST FURNACE AND STEEL PLANT. 
You can be sure BLAST FURNACE AND STEEL PLANT is thor- 
oughly read. Almost 70% of our distribution goes directly to the 
homes of readers. Why? BLAST FURNACE AND STEEL PLANT 
articles deal with problems of great interest to steel men... new methods, 
current steel plant problems, and the devices used to solve them. 
If you want an advertising investment that pays, BLAST FURNACE 
AND STEEL PLANT can do the job best for you. 


BLAST FURNACE AND STEEL PLANT 
THe ENGINEERING AUTHORITY oF tne STEEL INDUSTRY 


published by 





GENERAL MANAGER 








Steel Publications,. Incorporated 
4 Smithfield Street, Pittsburgh, Pa. 
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were developed as a supplement to 
the publication program, and as a 
direct means of contacting markets 
not economically reached by pub- 
lications 

5. Major trade shows were en- 
tered with a planned, forceful mer- 
chandising display. 

6. Distributor 
promoted by 


enthusiasm and 
activity was direct 
regular contacts. In addition, the 
company supplied distributors with 
a specially prepared distributor ad- 
vertising manual, selling literature, 
give-aways, and many other forms 
of promotional material 

7. The 


continuous, 12-month program for 


company sponsored a 
national and local publicity 

8. A forceful use of the company 
trade-mark on advertisements, di- 
rect mail, catalogs, literature, sta- 
tionery, calling cards, purchase or- 
ders, vouchers, and other forms was 
developed and sustained 

How were these points translated 
into action? Here is an example 

The company’s advertising man- 
ager, Raymond P. Wiggers, prepared 
a large check-chart for point num- 
ber three. The upper horizontal 
side listed each market the company 
desired to reach; the left vertical 
margin listed all the business and 
general publications which had been 
used the previous year. Using pub- 
lication data directories, the ad- 
vertising department was able to 
visualize its coverage of the various 
markets seeing where it was du- 
plicated and where it was too thin 

The check-chart method also tied 
in with point four, since it indicated 
those markets which could not eco- 
nomically be reached by business 
publication advertising. On_ that 
basis, direct mail programs were 
planned 

Hough's publication schedule for 
1951 was impressive. It included 
American Fertilizer, Better Roads, 
The Black Diamond, Brick & Clay 
Record, Business Week, 
Engineering, Chemical 
Coal 


Construction Equipment, Construc- 


Chemical 
Processing, 
Age, Commercial Fertilizer, 
tion Methods, Contractors & Engi- 
Monthly, 
neer, Factory, Flow, Foundry, Iron 
Materials Handling, 


neers Excavating Engi- 


Age, Modern 


Pit & Quarry, Plant Engineering, 


Public Works, Railway Age, Roads 
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& Streets, Rock Products, Time, 
Utilization, World Ports. 

In addition, the list contained 13 
regional construction papers; sev- 
eral buyer’s guides; the export 
publications, Ingenieria Internacio- 
nal Construccion and Industria, and 
Caminos y Calles; and two Cana- 
Engineering & 
Records and Roads & 
Construction. Also, the company 
had its own external publication, 
“Industrial Handling,” which con- 


dian publications, 


Contract 


centrated on presenting case his- 
tories in the industrial field. 


Results . . Hough achieved its ob- 
jective of further developing the 
industrial market despite a weak 
industrial distribution setup. Sales 
to industrial markets in 1951 in- 
75.1% in dollar volume 
over the previous year. 

Out of the 4,147 inquiries result- 
advertising, 


creased 


ing from the above 
69.5% .. or 2,869 . 
dustrial markets, showing that ad- 
vertising was making the initial 
contacts and doing the pioneering 
work ordinarily performed by dis- 
tributor salesmen. Out of the 2,869 
industrial inquiries, 532 sales were 
directly traced to advertising, 
amounting to $2,529,012. 


. came from in- 


This was proof that without ad- 
develop 


vertising to furnish and 
these leads, a substantial amount 
of business would not have been 
Further proof that adver- 
tising hit the target: 71% of all 
sales traceable to advertising were 


obtained 


made to industrial markets. 

Industrial sales in 1951 were con- 
sumated steadily, throughout all 12 
months of the year. The company 
had arrived at a position from which 
it could overcome the seasonal rise 
and decline in sales common to the 
construction field. Thus, when “nor- 
mal” business conditions return and 
backlogs are no longer the rule, the 
factor of uniform sales and produc- 
tion may prove vitally important 
to the company’s stability. 

Hough’s second sales objective, 
to increase sales and maintain its 
position of leadership in face of 
the competitive situation, was also 
achieved. The over-all 1951 sales 
increase amounted to 64.53% over 
1950, in spite of the inroads by many 


competitive machines. 


An interesting correlation be- 
tween sales and inquiries was dis- 
covered. Total advertising inquiries 
in 1951 . . 4,147 . . increased 71.5% 
over the 2,417 received the previous 
year. This is closely related to the 
64.53% increase in sales. Other in- 
teresting disclosures of the Hough 
advertising program: 

Every dollar spent on advertising 
produced $13.87 in sales directly 
traceable to advertising inquiries. 

Every dollar spent on advertising 
resulted in $124.70 in sales during 
1951. 

The cost-of-sales figure was only 
1.7%. 

The greatest sales volume in the 
company’s history was attained with 
an advertising expense of only .98% 
of sales. (According to NIAA sur- 
veys, the average industrial budget 
in Hough’s classification is 2.1%.) 

And finally, the name Payloader 
has been so firmly established in the 
field that it was in danger of be- 
coming the commen term for all 
tractor shovels until Hough put its 
foot down. 

What do the distributors them- 
selves think of the program? In the 
presentation which won Hough the 
$1000 first prize in the 1952 Putman 
Award for the best documentation 
of results from industrial advertis- 
ing . . an honor which the company 
also captured in 1950 some 75 
excerpts of letters received from 
distributors left no doubt as to their 
wholehearted approval. 

Usually it is easier for an adver- 
tising department to make sales 
than to show exactly in which way 
its work was responsible. The 
Hough case provided advertising 
with an indisputable chance to 
prove its point. Under spotlights, 
in the competitive arena, it came 
through beautifully. 


More agency changes 
Fred E. Adams. . 


reative work, has been elected executive 


former vice-president of 


president, G. M. Basford Cc New 
sott Robinson, formerly in the ad 

ng < motion departments 
Nickel Co., has joined the 


International 


John Mather Lupton Co. . . New York, has 
been named to handle advertising and 
Products, 


publicity for Peerless Photo 


Shoreham, Long Island, N. Y. 





Every Top Management 
Man...|n Every Industry 


SHOULD BE ABLE TO ANSWER THESE QUESTIONS ABOUT A 
MOST CRITICAL EMERGENCY IN OUR COUNTRY’S AFFAIRS 


Q. Why is iron and steel scrap a matter 
of importance to me? 


A. Steel for our country’s military pro- 
gram and civilian economy is being pro- 
duced at the annual rate of 107,000,000 
tons in 1951... 119,500,000 tons ex- 
pected in 1952. Steel-making capacity 
is being increased now to meet those 
quotas. 


What Do I Get 
For My Scrap? 


In addition to being paid for your scrap, 
you remove nuisance inventory from 
your plant—saving valuable floor space. 
Also, you have a better chance of get- 
ting new steel or steel products. But, 
most important—you help alleviate 
a dangerous condition threatening our 
country’s capacity to rearm and satisfy 
civilian requirements at the same time. 


Q. How does scrap figure in the produc- 
tion of steel? 


A. Steel is composed, generally speak- 
ing, 50% of pig iron, 25% of “produc- 
tion” scrap (that is, the scrap which is 
produced as a by-product of steel-mak- 
ing) and 25% of “purchased” scrap. 


Q. Is scrap getting scarce? 


A. Yes. The supply of purchased scrap is 
not increasing fast enough to meet the 
needs of increasing steel production. 
Q. What if the needed scrap isn’t ob- 
tained? 


A. Open-hearth furnaces will not be 


able to operate at capacity. That -will 
mean a loss of steel production... and 
fewer products made of steel. 


Q. Why not use pig iron instead of 
scrap? 


A. Every ton of scrap conserves ap- 
proximately 2 tons of iron ore, 1 ton 
of coal, nearly 2 ton of limestone and 
many other vital natural resources—to 
say nothing of the extra transportation 
facilities that would be otherwise re- 
quired, 


Q. How can more scrap be furnished? 
A. By everybody pitching in—as we 
always do in every emergency—and 
searching out all possible sources of 
scrap. 


Q. What are these sources? 


A. Metal-fabricating plants normally 


a 


Every pound of idle metal is need- 
ed to keep our steel mills operating 
at top capacity. Sell your idle metal 
to a local scrap dealer right away. 


This advertisement is a contribution, in the national interest, by 


INDUSTRIAL MARKETING 


turn over to scrap dealers the scrap 
left from machining. But there’s not 
enough of this to fill our present enor- 
mous need. So everybody—both in and 
out of the metal-fabricating industries 
—must sell serap in the form of idle 
metal. 


What Do | Do First? 


Write for free booklet. It tells how to 
set up a Scrap Salvage Program in 
your plant. Thousands of plants are 
cooperating. Do your part now! Ad- 
dress Advertising Council, 25 West 
45th Street, New York 19, 11. Y 


Q. We don’t produce scrap—how can 
we help? 

A. Scrap is any kind of iron and steel 
that’s gathering dust 
chines or structures, jigs and fixtures, 
pulleys and wheels, chains and track, 


obsolete ma 


valves and pipe—anything with rust on 
it or dust on it. Non-ferrous scrap is 
needed, too 

Q. What do we do with it when we 
find it? 

A. Use your normal channels or get in 
touch with a recognized scrap dealer. 


SCRAPPY SAYS: 





Be Sure to Use these 


Latest Facts and Figures 


in Preparing Your 1953 Schedule 


Important changes in markets and in the busi- 
ness papers serving them are reflected in your 
new 1953 MARKET DATA & DIRECTORY NUM- 
BER, so be sure to use it in making up your mar- 
keting plans and advertising schedules for the 


coming fall and winter. 


You can make your planning work not only more 
effective, but far easier through the use of MD&DN 
—hecause, while you are studying the buying po- 
tentials of markets of particular interest to you, 


you can evaluate the publications which serve 


The One and Only 
Fact-Packed Reference on 
Both Markets and Media 





For Detailed Data See 


Industrial Marketing's 


Annual Market Data 
& Directory Number 


im the advertisement of a business publication it means that the 
publication has filed, in the MARKET DATA & DIRECTORY NUM 
BER, detailed fects regarding its editorial services, circulation, influ 
ence, market studies. etc, and that this will be foumd adjacent to 
data on the market served 
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LOOK FOR 
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< 











them at the same time. Market and media data 


are filed side-by-side for ease of reference. 


This reference material is boiled down to the es- 
sential facts — enabling you to determine quickly 
which markets hold forth promise, potentials for 


you. And, having determined them, you will also 


find most of the additional information or sources 
you need to shape up your plans and put them 
into execution promptly, as the following sum- 


mary of contents will show. . 


Contents of the 
1953 Edition 

MARKET DATA & 

DIRECTORY NUMBER 


1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 
tribution of companies, and buying trends — plus a score 
of other factors significant in selling and advertising to 84 
major classifications of industries and trades. Information 
is compiled from government agencies, trade associa- 
tions, publications and other expert sources, with the re- 
sult that virtually every facet of every market picture is 
revealed for your evaluation. 


2. Over 2,400 business papers, classified according to 
markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 


4. Trade association names and addresses, classified ac- 
cording to markets served, are included to aid you in 
directing inquiries for special information. 


5. Market studies especially prepared by business pub- 
lications are digested and catalogued by markets. Copies 
will be delivered to you upon inquiry to MD&DN’s Reader 
Service Department. 








Abemethy Publications = 
Advertisers’ Research Service 
Advertising Age .... 
Advertising Publications, Inc 
Aeronautical Engineering Catalog . 
Aeronautical Engineermmg Review 
Air Force 
Air Force Times 
America Clinica 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
American 
neers 
American 
ucts 
American 
Am@ican 
American 
American 
American 
American Society for Metals, The 
American 
American 
tilating Engineers, The 


rtisan 
Automobile, The . . 
Aviation 
Aviation 
Brewer 
Brewer Register 
Builder ° 
Ceramic Society, The 
Chemical Society 
City, The 

Gas Handbook 

Gas Journal 

Institute of Chemical 


Directory 


Merchandiser 
Machinist . 

Metal Market 

Motel Magazine 
Restaurant Magazine 


American — of Lubrication Engi- 


neers, 


he 
American Society of Mechanical Engi- 
157 


neers, The 
American Society Tool 

The ; 
American Trade Publishing Co. . 
Annual Butane-Propane Catalog 


Annual Buyers Guides For Automotive 


Industrial Machinery 
Equipment 


Products, 
Construction 


41-44, 


Engi- 


Lumbe'man & Building Prod- 


Roofer & Siding Contractor . 


Society of Civil Engineers 
Society of Heating and Ven- 


’ Engineers 
Insert Between 384-385 
243, 268 Factory Management and Maimtenarce 


1 Construction Bulletin 

17 Construction Digest . 
41-44 Construction Equipment 
47-50 Construction News Monthly 

78 Constructioneer . 2 

78 Contractors and Engmeers Monthly 
. 85 Corrosion . 

479 Cosgrove Publishing Co : 4 

213 Cotton Gin and Oil Mill Press, 


81 Daily Journal of Commerce 
81 Dairy Industries Catalog 
250 Davison Publishing Co. 
250 Dealer Products File 
94-95 Directory of Iron and Steel Plants 
129 Directory of 
135 The 


397 Directory. of Steel Processing Plants . 


286 Dixie Contractor . 
286 Dodge Corporation, F 


Dodge Mtg Corporation 
Domestic Engineering 


131 
97 
. 381 
365 Domestic Engineering ‘Publications 
297 
455 Ei Automovil Americano 
108 El Farmaceutico 
389 El Hospital . 
192 Electric Light ‘and. Power 
El-ctrical Catalogs 
69 Electrical South 
Electrical West 
338 Electrical World 
Electricity on The Farm Mayazine 
333 Electrified Industry 
Engineering and Mining Joumal 


285 Farm Equipment Retailing 
Farm Implement News 
and Feed Age bcp 
. 215 Feeds Itlustrated 


201, 
201, 
01 

. 197 


The 
62-63 County and Township Roads . 194 
. 215 


Michigan Manufacturers 


Domestic Engineering Catalog Siveciens 
52-53 
. 52-53 


20. 

210 
205 
209 
203 


7 


486-487 


149 


-195 


146 


- oe 
. 472 


97 


- 390 


35 
390 
201 


92, 102- 105, 165, 319, 377 
16 


2-53 


215 
aoe 


213 
170- oo 


179 
12 
177 
173 
a. 


339 


317 
229 
231 
268 


ae 


Iron Age, The ... . 372-373, 387 
Jenkins Publications Inc. . 
Johnson, Inc., Franklin H. .. 
Jounal of Chemical Education 
Journal A the American Concrete 
Institu 124, 208 
Journal of the Federation of Sewage 
and Industrial Wastes Assns . 398 
Keeney Publishing Co. 58-59, 62-63 
Keller Publishing Co. 247 
King Publications 199, 227, 321 
. 247 


Latin-Amarica 
338 


Lubrication Engineering 


Machine and Tool Biue Book 366-367 
Machine and Tool Blue Book Directory 
366-367 
Machinery 371 
Machinist, The 
Maclean-Hunter spneiey Corp 
116, 
MacRae’s Blue Book 
Management Magazines Inc 
Management Methods 
Marine Catalog and Directory 
Marine Corps Gazette . 
Marine Engineering and Shipping Re- 
view 
Market 
Market 
dustry : 
Martin & Company, . s. 
Mass Transportation 
Materials & Methods 
McGraw-Hill American Letter 
McGraw-Hill Catalog Service 
143, 179, 361, 


Th: 


Analysis of the Motel Industry 
Analysis of the Restaurant in- 


469 
McGraw-Hill Digest 21 
McGraw-Hill International Corporation 
McGraw-Hill Publishing Company, Inc 
Mechanical Engineering .... 157, 
Mechanization 
Meradith Publishing Co. 


215 


For Detailed Information on These Publications 


See the /A53 Market Data & Directory Number 


Annual Meat Packers Guide 
Applied Hydraulics 
Architectural Record 

Army 


Associated Construction Publications 


Automatic Launderer & Cleaner, 
Automotive News . . 
Automotive News Alm 


— News of the ‘Pacific North- 


Aviation Age 


Bacon's Clipping Bureau 
Bacon's Publicity Checker 
Baker's Digest, The . 
Bakers Weekly 

Baking Industry 


244 
Baking Industry Catalog and Buying 
244 


Bedding 
— Buyers’ 
Catalog . 

Bill Brothers Publications 
Bituminous Roads & Streets . 
Blast Furnace and = Plant 
Boat & Equipment News . 

Boat Statistics & Publishing Co 
Book Export Division . 

Boxboard Containers .. 

Breskin Publications 


102-103 Florists’ 
I 


273 Feedstuffs 
20-21 Fire Engineering . 
Telegraph ‘Delivery “News 
. 479 


imes 
ASME Mechanical Catalog and Dire-tory Food Engineering 
157 


, 333 Fortnightly Telephone Engmeer 

. 201 Foundry A 

The 309 fomtale & Fast Food Service . 

.. 73 Fritz Publications, Inc. . ‘ 
73 Fueloil & Oilheat . 


74 Gardner vicsalopiiaies 
83 Gas we 

Gas Heat .. ‘ 
6 Gasoline Retailer .... 
6 Seve Publishing Co. 


4 Golf 
. 4 Gulf’ “Publishing Co. 


Haywood Publishing Co. 


o 281 Heating & Plumbing Equipment News 
Guide and Composit 


Heating and Ventilating . 


457 Heating Publishers, Inc. 
194-195 Heating Ventilating Air 
. 390 Guide 
Inc. 343, Catalog Fi 
417 Hein Company, 
419. 429 Hill Publishing Company, ‘Allen w 


281 Heating, Piping & Air Conditioning | 58- 39 
67, 
Conditioning’ 


343 Heavy Construction Latin American 
194 


41 
194-195 
295 
- 406-407 


170-171, 415, 417 


= 


68 


4-195 


215 Heavy Construction Prefiled Catalogs 194-195 
. 


69 


Breweries of The Western ‘Weniephare 250 Hitchock wean baa oo 366- Sef 2 
24 


Brewers Digest, The 

Building Specialties 

Building Supply News - 
Burrelle’s Press Clipping Bureau 
Butane-Propane News 


Butler Typo Design Research Center ic 


Buttenheim-Dix Publishing Corp. 


197, 397, 
Butter, Cheese ‘and Milk Products Jour: 
The 


nal, 


Caminos y Calles 
Caner, . 
Capex Company, inc 
Case. Shepperd-Marm 
Ceramic Bulletin . 
Chemical Engineering 
Chemical — frente: 
Chemical 


Chicago Metalworier The 


Chicago Thrift-Etching Corporation 
2-373 


Chilton Publications ... 37 
Civil Engineering 4 
Clissold Publishing Co 
Coal Age 

Commercial Fertilizer | 
Commercial Refrigeration 
Composite Catalog, The 
Concrete — 
Concrete Produc 
Conover-Mast 4 


The... 


Publications 


Conover-Mast Purchasing Directory ‘ 


Publishing Corp. 395 


*) 20-21 
406-407 


205, 327, Back Cover 


. 249 Home M 
- 109 Hospital ianapenent 
106-107 
16 ice Cream Review, The .. 
285 ituminating Engineering " 
11 {iluminating Engieering eee : 


461 





Implement Record . 
Implementos y Trac 
259 Independent homer ‘Monty, 
Industrial Distribution 
194-195 Industrial Equipment News . 
253 Industrial Finishing 
16 Industrial Heating 
Industrial Laboratories 
129 Industrial Laboratories 
132-133 industrial Maintenance 
- 131 Industrial Marketing 
32-133 Industrial Press, The 
7 industrial Publications, 
6 
387 
192 
. 244 
139 Ingenieria Intemacional Industria 
1 Institute of Radio Engineers, 


Industrial Publishing Co., The 


Industry and Welding 


ve 
. I 


Institutions Catalog Directory 
Institutions Magazine . 
Institutions Publications 
Instruments Publishing Co., The . 


. 327 IRE Directory, The . 


Implement & Tractor ... 17, 


eee Co. 161 
f 335, 


Ingenieria Internacional Construccion ' oe 


185-188 
Institute of The Aeronautical Sciences ; 


. 23 


Inc., The 


" 290- 291, 351 


oz 
“The . 
— 


3rd Cover 


161 
348 


47-50 
55, 371 


"58.99, 106-107 
oe oe 


-21 


20-21 


215 


2-3 
325 


" '185- ies Practical Publications, 


Metal Progress 
Michigan Contractor and Builder , 
Michigan Manufacturer and Financial 


ecord 
Mid-West Contractor . .. 
Midwest Purchasing Agent, 
Military Engineer, The . . 
Milk Dealer, The .... 
Milk Plant 
Mill & 
Miller Publishing Co., 
Mining Catalogs ..... ; 
Mississippi Valley Contractor. 
Modern Machine Shop ... 
Modern Materials Handling 
Modern Packaging . 
Modem Packaging Corp. 
Modern Plastics one 
Modem Railroads . 
Modem Railroads Publishing Co. 
Municipal Index and Atlas 
Municipal Index, The 


National Association of Corrosion En- 
ginears ... 

National Bottlers’ Gazette . 

National Miller Pubs., Inc. 26 

National Petroleum Publishing Co. 402-403 

National Provisioner, The 27 

National Roofer 109 

Navy Times * 479 

New England Construction . 201 

New Equipment Digest ae ee 
74 


New South Baker 
Northwest Trade Publications . 74 


The 


25 

... Back Cover 
The . 269 
143, 26k 


. 247 


Northwest Motor 


Occupational Hazards 
Official Airline Guide 

Oil Forum, T 

Olsen Publishing Co., The 
Overseas Business Services 


Pacific Printer & Publisher 

Packaging Parade 

Panamerican Publishing Co., Inc 

Paper and Pulp Mill Catalogue 

Paper Industry, The ; . 

Patterson Publishing Co . 297, 456 

Penton Publishing Co., The 331, 383 
Insert Between 368- 4 


The 
402- 403 
406-407 
21 


119, 121 
and Associated In- 


Petroleum Engineer, 
Petroleum Processing 
Petroleum Refiner : 
Pharmacy International 
Pit & Quarry 
Pit and Quarry 
dustries ‘ 
Pit & Quarry Handbook 
Plant Engineering 
Pocket List of Railroad Officials, 
Power ; 
Power Engineering | 
Power Wagon 
Practical Builder 


119 
125 


3 
The 451 
434-435 
. 431 
75 
. 98-99 
. 386 


Ine. 


Precision Metal Molding . 
Proceedings of the 1.R.E. 
Product Design & Development 
Product ——— 

Production Equipm 

Public Utilities Fortnightly 
Public Utilities Reports, Inc 
Public Works 

Purchasing 


Radio & Electronic Jobber News, Inc. 189 
Railway Age .... Insert Between 448-449 
Railway Engineering & Maimtenance 
Insert Between 448-449 
Railway ‘Equipment and = Publication 
Co 451 
Railway Mechanical & Electrical Engi- 
‘ insert Between 448-449 
Raitwey “Purchases and Stores . . 447 
Railway Signaling & Commumications 
Insert Between 448-449 
Railway "Supply industry Yearbook 
Insert Between 448-449 
Refanery ‘Catalog, The 406-407 
Reinhold Publishing veces . 163 
Roads and Streets 
Rock Products , 
Rocky Mountam Motornews 
Rocky Mountain Oil Reporter 
Roofing Yearbook 
Rubber Age 
Rubber Red Book 


School Equipment News 
School Executive, The 
Screw Machine Engineering 
Screw Machine Publishing Co., 
Sewage and Industrial Wastes 
Shipping Management 
Siebel Publishing Company 
Signalman’s Journal, The 
Simmons-Boardman Publications 
. 94-95, 341, Insert Between 448-449 
Smith Publications, W.R.C. 12 
Snips Magazine 


Inc. 


242, 


Scuthern Advertising and > sam , 
Southern Automotive Journal ° 
Southern Building Supplies 
Southern Food Processor 
Southern Garment Manufacturer 
Hardware 
Jeweler 
Lumber Journal and Building 
Material Dealer .. 31L 
Southern Lumberman oe 311 
Southern Plumbing, Heating and Air 
Conditioning 
Southern ed and 
Southern Printer, The 
Southen Pulp and Paper Manufacturer 1 
Southern Stationer and Office Outfitter 1 
Southwest Builder and Contractor . 201 
Steel ... Insert Between 368-369 
Steel Processing . 390 
Steel Publications, a 
92, 165, 319, 


; .. & 
Industry ..... 5 


Inc 
Successful Farming 
Sweet's Catalog ee 


Technical Publishing Co 315, 

Telephone Composite Catalog & ees 
Directory , 

Telephone 2 ea and Management _ ‘ 

Telephone Engineer Publishing ae 

Texas Contractor : 

Textile Catalogs 

Textile Industries 

Textile World 

Textiles Panamericanos 

Thomas Publishing Co. 323, 

Thomas Register ..... ° . 323 

Tool Engineer, The, Insert Between 384-385 

Traffic Service Corp., The . 2nd C 

Traffic World . 

Trailer Dealer Magazine 

Trailer Park Management 

Transportation Supply News 

Turrentine Publishing Co., Walter 


Utilization 
Vance Publishing Co 


Wastes Engineering 
Water Works Engineering 
Watkins Cyclopedia of the Steel Industry J 
Welding Engineer, 48. 
Welding Journal, 
Western Builder 
Western Construction 
Western industry 
s ice aa 
Wilson-Carr Ag ed 
Wire and Wire Prod 386 
Wire & Wire Products ye Buyer's 
uide 38 
Wood Working "Digest 
Woodworkers Reporter 
World Construction 
World —— Catalog 
World News ... 
World Oil 


The . 


-.. 489 

oo 487 
94-195 

File 194. 195 
° 215 


"406-407 











For your next show 


615 South Boulevard 


Evanston Illinois 


Representatives in ma} 


184 /' justrial Marketi 


industrial 





Ww 


September 1952 
3-13... Ameri 


Associa 


trument Exhibit, 
Auditorium, 


shows 


-Southern Textile Exposition, 
Textile Hall, Greenville, S.C. 


-Printing Industry of Amer- 
ica, Chase Hotel, St. Louis. 


. Industrial Packaging & Ma 
terials Handling 7th Annual 
Exposition, Chicago Colise- 
um, Chicago. 


.-Foundry Equipment Manu 
facturers Association, Green- 
briar, White Sulphur 
Springs, W. Va. 


-7th Conference & Products 
Exhibit, National Institute of 
Governmental Purchasing 
Edgewater Beach Hotel, Chi- 
cago. 

. National Metal Exposition, 
Philadelphia 

- National Safety Congress & 
Exposition, Chicago 
-National Business Show, 
Grand Central Palace, New 
York. 

. American Dietetic Associa 
tion, Minneapolis, Minn. 

- National Shoe Fair, Palmer 
House, Chicago. 


November 


1-30..International Radio & Elec- 


October 
2-4... Society 


Exhibition, Bombay, 


3-8.. Public Works & Health Serv 


ices Congress & Exhibition 
Dlympia, London, England. 


ional Association of Phx 
ithographers, Hotel New 
Yorker, New York. 


trial Management So 
Sheraton Hotel, Chi 


ional Association of Ice 
ries, Netherlands Plaza 


Cincinnati 


ational Beverage Exposi 
dite Atlantic 








top management 
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ingly popular, but are, in many 
cases, protected and controlled by 
large corporations. 

We rarely adopt a one syllable 
trade name. We don't think they 
are particularly applicable to indus- 
trial products because they are non- 
descriptive. 

The registration of new. or 
changed trade names throughout the 
world can be a costly process. That 
gives us an added incentive to give 
careful study to our trade name 
program. 


George G. Raymond 
President 

Raymond 

Greene, N. Y. 


™ WE NOT ONLY have renamed one 
of our major products but have also 
renamed our company. Both chang- 
es were made within a couple of 
months. 

Early in 1950 we announced in 
the business papers through news 
releases and ads a new type of elec- 
tric tiering truck. Inasmuch as this 
new truck would tier in 6 ft. aisles 
or less as compared to 10 ft. to 12 ft. 
aisles with previous electric trucks 
on the market, we named this truck 
the Lyon-Raymond “SpaceMaker.” 

As the name was so descriptive, 
we considered it an excellent trade 
name. However, before we could 
secure a copyright on it, another 
name, similar in sound and appear- 
ance but different in meaning was 
copyrighted. As this covered an- 
other electric truck, we reasoned 
that we had more to lose than gain 
by continuing with our trade name. 
This decision was reached about the 
time (Sept. 1, 1951) that we were 
changing our company name from 
“Lyon-Raymond Corporation” to | 
“The Raymond Corporation.” | 

After a very thorough study, we | 
decided that with our stepped up | 


LEADING FIRMS solve 
EXHIBIT PROBLEMS 


7 


with IWEL 


Send for details on how 
YOU CAN SAVE 
TIME AND MONEY 


This ingenious Prudential Insurance 
Company exhibit, featuring audience 
participation, is part of a set of four 
prefabricated IVELPAKS. Used first 
at a Palm Beach sales meeting, then 
at numerous regional sales confer- 
ences, it always draws crowds 4 to 
5 deep. Packed and ready for ship- 
ment in a matter of minutes, it is 
now being booked all over the 
country. 





Hundreds of America’s leading firms now use IVELPAK at their 
trade shows, sales meetings, exhibitions and conventions . . . 
because IVELPAK is the sturdy pre-fabricated, self-contained unit 
that gives the benefits of a custom-built exhibit at lower cost and 
with less effort. 


IVEL Fin incorporates your own color and art 
work ... arrives ready for immediate use .. . can be set up or 
closed and packed quickly without special tools or skilled labor 
. .. can be bought or rented at low cost in any of five models. 


Find out what IVELPAK has done for other firms . . . how IVELPAK 
can give your firm better exhibits at less cost. We'll send you 
the complete story in a handy file folder, with a checklist of 
requirements for a successful exhibit. Just drop us a line on your 
business letterhead! 


Soles Representatives: 
RALPH L. WINTERSTEEN @ 201 Buffington Road, Syracuse, N. Y. 
LEON GORDON MILLER @ 811 Prospect Avenue, Cleveland, Ohio 


? IVELPAK... 
Designers and Butlders of VELPAK 


Lisplays and Exhitdls ready for 
96-24 — 43rd Ave.,Corona 68, N. Y. shipment 


linois 7- ne 
anal Pe 1M-9-52 in minutes, 
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CHARITABLE CONTRIBUTIONS 
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ENTERTAINING, Business 
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HOME OWNERSHIP —Permanent, Summer, 


Other 
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Your advertising dollar in any 
publication buys an opportun- 
ity to deliver a message to a 
group of individuals who have 
individual interests, individual 
responsibilities and individual 
buying means. 

Here, in “The Wall Street 
Journal Index of Subscriber 
Buying Power” you will find 
what The Journal’s audience of 
234,569 subscribers offers you 
in the way of specific sales op- 
portunities. 

Now, the coast to coast Wall 
Street Journal audience is pic- 
tured for you in terms of buying 
ability and buying 
responsibilities, 
product by 
product. 


advertising to promote our new 
company name and our new trade- 
mark “Raymond,” we would iden- 
tify all our products with this same 
trade name rather than have differ- 
ent ones to identify our numerous 
products in the material handling 
field. 

Our decision was justified when 
one of our good friends said, “Your 
new trade name is easy to say and 
easy to remember.” 


Robert J. Aitchison 


hairman of the 


® ALTHOUGH carried on the books 
at a value of one dollar, a trade- 
mark usually represents a substan- 
tial investment of time and money. 
At Fansteel, the selection and pro- 
tection of trade-marks always re- 
ceive the serious attention of top 
management. 

Many of our products are made 
from relatively unfamiliar metals: 
tantalum, tungsten, molybdenum or 
columbium. It is important, there- 
fore, to create trade names for some 
of these products, and have these 
names legally registered as trade- 
marks. 

The selection of trade names usu- 
advertising or 
Selected 
management 


ally begins in the 
sales department. names 
are approved by top 
and properly cleared through our 
patent attorneys before they are put 
into use 

As far as we can do so and still 
maintain legal protection, we try to 
select names which either describe 
the product, or suggest a use of the 
product. Tantung, for example, in- 
dicates an alloy containing tantalum 
and/or tungsten. Kaptrode suggests 
a type of spot welding electrode 
which is capped over a semi-per- 
manent support. 

On the other hand, we have used 
letters or numbers, or combinations 
numbers, as_ trade 
carbide 


of names and 
names: VR for cemented 
products, WW for resistance weld- 
ing materials, Fansteel 77 for a high 


density metal 








In some cases, we have created 


graphic designs as_ trade-marks. a a 

One, which is used in connection ; ' WHA T? 

with almost all of our products, is a FR 9 
the letter “F” with radiating lines. ‘ iD ) of: 
Another, used on our selenium rec- ' FREE adi ertising: 
tifiers, consists of an a-c sine wave, 

the draftsman’s symbol of a rectifier, 

and the rectified wave. 

No simple formula can be fol- Yes, some of your advertising 
lowed in choosing a trade name. costs you nothing. But how does it 
The product, the market, the com- affect your business? Better read 
S. D. WARREN COMPANY's message 
in BUSINESS WEEK, September 13... 
TIME, September 15 . . . SATURDAY 
EVENING POST, September 20. 


petitive situation, and the styles of 
the times all must be considered. 


H. F. Hodgkins 


President 


® SEVEN YEARS AGO, we were faced 
with the problem of naming a new 
type of roller bearing we planned 2 =e 
to manufacture. Unlike our regular ry Business 
bronze retainer bearings, this new 
model had a steel retainer with 
curved flanges intended to keep the 
rollers running true and prevent 
their skewing. 

Traditionally, we had _ identified 
our previous bearings by letters of 
the alphabet. RD, RCB, RCD and 
similar designations, therefore, were 
suggested for the new bearing. To 
prevent confusion with our current 
models, it was further recommended 
that we preface all titles with the 
letter “S” to indicate steel construc- 
tion. Combinations of SRB, SRD, ise * : 
SRDB were offered as a solution. Advertsins 


You 





Upon consideration, it was felt such 

labels did not eliminate the possi- 

bility of confusion. “a every | nee get 
At this point, we decided to break a ‘sn sr 

with tradition and establish a set 

of principles for identifying new 

models as developed. We resolved 

to name all future bearings, pref- 

erably with a term that was brief, on tae pn roars Sree cal 0 halide acer" on Na ree poston gee 


1 
on pare® - 


Printer 
1 A Good Printe 
Your Alls 


j. Be Favorable 


it Showls 


descriptive and easily read, said and nS Coma a, 3 aif 
remembered. Ideally, it should also nce of YON TT ne Peoole rn et 
present a sales message. favorable oles 
Memos were circulated through- 
out the plant and to our field engi- 
neers requesting titles that con- 
formed to these requirements. When 
all suggestions were in, we still 
hadn't found what we considered an 
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imaginative or appropriate name. 

We then consulted our advertis- 
ing agency. Within a few days, 
they submitted this list: 


These names approached our spe- 
cifications, but each seemed to re- 
quire further explanation. “Mini- 
max,” for example, represented to 
us a medium-priced bearing of max- 
imum capacity, but its interpreta- 
tion by the trade was unpredictable. 
the prob- 

(And, I 


We grew discouraged . . 
lem seemed insuperable. 
might add, insufferable.) 

Material shortages loomed during 
this period and we_ temporarily 
abandoned Project Frustration. Sev- 
eral months later, we revived the 
problem with renewed determina- 
tion. This time a series of meetings 
between agency and plant person- 
nel was scheduled with the explicit 
intention of settling the question 
once and for all. 

It was at these meetings the name 
“Tru-Rol” 


out and 


was literally hammered 
found acceptable on all 
Cleared by our legal de- 
copyrighted, 


counts. 
partment and_ then 
“Tru-Rol” today is recognized as 
the true-running, steel-cage type 
roller bearing produced exclusively 
by Rollway. 


W. H. Feldman 


Vice-President 


® IT Is our policy to avoid coining 
trade names for new products. We 
feel it is much better to identify any 
new product with our corporation 
name, Worthington, followed by a 
descriptive name or phrase. 

if we should bring 
out a new paver for the construc- 
tion industry, we would be inclined 
to call it the Worthington Paver or 
the Worthington High-Speed Paver, 


For instance, 


different 
years, 
same 
answers 


*Mass Transportation is 
1. Most enjoyable 
2. Most helpful 


bie 1948, a leading advertis- 

ing agency (representing 8 
major transit industry suppliers) 
surveyed all publications in the 
transit field. 

Results showed that top 
transit men found Mass Trans- 
portation the easiest to read, 
most interesting and most enjoy- 
able. The average reader then 
spent 2 hours and 13 minutes 
reading each issue (including 
your advertisements). 

In April, 1952, the agency 
repeated the survey. 

Results—Mass Transportation 
was selected as most enjoyable 
by 43% more transit executives 
than named paper No. 2. 

Mass Transportation was 
named most helpful by17%more 
than any other publication. 

And—the time spent with 
each issue of Mass by the aver- 
age reader had increased to’2 
hours and 20 minutes. 

For advertising that brings 
most results, put your message 
in Mass Transportation — read 
most, enjoyed most by execu- 
tives who count most. A-5es0 

* Survey copies upon request. 
See SRDS, 21 or write for rate card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


a a ca 








or some other similar accurate de- 
scriptive phrase. We call a recent 
gas engine driven compressor unit 
for pipe line service the Worthing- 
ton Uniflo engine, Uniflo describing 
the principle of operation of this 
engine. 

We feel that a great deal of ex- 
perience and education is required 
to accustom our own employes and 
the trade with a new trade name. 
We would rather spend that money 
further publicizing our corporation 
name and merely use in addition 
enough of a descriptive title to more 
accurately identify or describe the 
product. 


More advertiser changes. . 


F. H. Ebbert . . former vice-president and 
sales manager, automotive division, has 
been named vice-president and general 
sales manager of all sales divisions, Gus 
tin-Bacon Mfg. Co., Kansas City, Mo. 
Elmer H. Lanthorn . . formerly with Peer 
less Pump Div., Los Angeles, Food Machin 
ery & Chemical Corp., has been appointed 
general sales manager, Blackmer Pum r 
Co., Grand Rapids, Mich. 


William S. Woolsey . . former assistant 
director of truck sales, has been named 
director of truck sales, Dodge Div., Chrys 
ler Corp., Detroit. He replaces L. F. Van 
Nortwick, resigned. 


James B. Crassweller . . former assistant 
advertising manager, Victor Chemical 
Works, Chicago, has been named adver 
tising manager, Weber Addressing Ma 
chine Co., Mount Prospect, Ill. 


Ren R. Perry . . former general sales man- 
ager, has been elected vice-president of 
sales, HarrisSeybold Co., Cleveland, re 
placing Harry A. Porter, who has been 
promoted to senior vice-president 


L. R. Love . . former general sales man 
ager, has been elected vice-president in 
charge of sales, Anaconda Wire & Cable 
So., New York. D. E. Allen replaces Mr. 
1 


Love as general sales manager. 


John R. Gilmartin . . former assistant gen 
eral sales manager, has been named gen 
eral sales manager, Hyatt Bearings div 
General Motors Corp., Detroit, succeeding 
Howard K. Porter, appointed assistant to 
the general manager 


D. E. Fricker . . former assistant advertis 
ing manager, has been appointed adver 
tising manager, Heil Co., Milwaukee 
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decal merchandiser, says: 


TURN “EYES” 
INTO “BUYS” 
with PF 
DECAL VALANCES! 


Point-of-purchase is your last chance to clinch the sale. And the space in your 
dealers’ stores is free! So cash in on the pulling power of your advertising 
program with dynamic, attention-getting PF decals! Vividly-colored store valances 
like those illustrated as well as window signs, dealer-service decals, decal 
name-plates, product decoration decals —all stick to their jobs of turning 


impulses into sales! 


art services, consultations and estimates without obligation 


PF DECALS... your last link between advertising and the sale! 


pat: ‘Begs 


re 


Please send me your 
FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Name 
Firm... 
Address 
Zone State 














Over §2% of paper and pulp mills 
subscribe to The PAPER INDUSTRY 


. . « read preponderately 5, 1) mas 


erating levels: the KEY PEOPLE who buy and influence the buying of equip 


The Paper Industry has 
BY FAR the largest 


Voluntary PAID (ABC) Circulation in the field 


ind lowest cost per 1000! Largely read at home! 


Sell your man in The PAPER INDUSTRY wher has the time to read your selling 
NESsage at home hen he is with his industry's magazit The PAPER INDUSTRY 
s the magazine that merits 


where he finds, reads, believes and accepts its 


your advertising pages pages that reach the mez 


Buy the Unit: 


in the Paper and Pulp Mill Catalogue. Spotlight your selling messages 


place your product descriptions and specifications 


every month in The PAPER INDUSTRY — buy both at special combination 


rates! 


PAPER INDUSTRY and PAPER and PULP MILL CATALOGUE are publishe 


Fritz Publications In 431 South Dearborn St t e 


FOR DETAILED 
TION 


Fan maker stirs sales 


m page 62 





page ads in the booklet to help de- 
fray some of its cost. 

While it was obvious that the 
booklet would be excellent adver- 
tising for Torrington, the company 
was after all a supplier and not a 
competitor. Nothing similiar to the 
buying guide which Torrington pro- 
posed then existed in the air-mov- 
ing field. It could serve the manu- 
facturers by serving their customers, 
as well as do a promotional and ed- 
ucational job on behalf of better 
air conditioning. Enough of Tor- 
rington’s customers responded fa- 
vorably to assure success. 

As originally produced in 1949, 
the gold book . . so-called because 
the cover was printed in gold ink 

had 136 pages. When still in 
dummy form, the company’s sales 
representatives were supplied with 
photostats of the booklet. These 
men went about soliciting adver- 
tising. The page rate in 1949 was 
$85, with no agency commission al- 
lowed. It was a very unusual situa- 
tion all the way around. Torring- 
ton’s solicitors were manufacturers’ 
representatives who did not then 
and do not now receive any com- 
mission on advertising sold. 

For the revised edition of 1950 
the page rate was upped to $95. 
The present rate is $125 per page. 
Advertisers are allowed as many 
pages as they want, but only one 
product may be used and illustrated 
on a page, all of which conform to 
an established typography. No 
prices are shown. From its start- 
ing circulation of 25,000 copies in 
1949, circulation has risen to 50,000 
in 1952, and its size has been in- 
creased to 200 pages. Number of 
advertisers: 120. By its fourth 
year, the gold book was not only 
successful but an established feature 
of the air-moving industry. 


Distribution poses no __ special; 


problem. As a result of the com- 
pany’s consumer ads in Better 
Homes & Gardens, House Beautiful, 
House & Garden, Newsweek, Small 
Homes Guide and Sunset, it re- 
ceives between 6,000 and 7,000 in- 
quiries a year. Some of its ads 
have coupons, but all describe the 
gold book, which may be had for 
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901/Circle on Readers’ Service card 


How to improve your handling 
of advertisi ° ivi 

Results of a test on how well 368 com- 
panies advertising in trade, farm and con- 
sumer publications took care of the inquir- 
ies they solicited, have been published by 
Tension Envelope Corp., New York. The 
study has carefully recorded graphs on 
speed and percentage of response, quality 
of sales letter, enclosures and follow-up, 
as well as type of reproduction, salutation 
and envelope used by the three groups 
of advertisers. | 


902/Circle on Readers’ Service card 


What business may be like 
ten years from now 

Probable growth of the national econ- 
omy and the growth potential of certain 
key industries are projected for the next 
decade in a report issued by “Business 
Week,” New York. Among the fields 
covered are chemicals, fuels, metals, min- 
erals, transportation, textiles and electric- 
ity. Predictions are also made on popula- 
tion, labor force, productivity and length 
of work week. 


ee 


905 /Circle on Readers’ Service card 


Gummed labels . . hundreds 
of ways to use them 

Printed stickers can serve a wide range 
of functions beyond their employment as 
shipping labels. Ever Ready Label Corp., 
Belleville, N.J., offers an idea book con- 
taining a large number of illustrations of 
labels adapted to inter-office procedure, 
product identification, slogan-bearing, 
packaging advertising, handling instruc- 
tions, and various promotional seals. A 
useful reference. 


906/Circle on Readers’ Service card 


Findings of world motor census 


A detailed report on the number of cars, 
trucks and buses operated in each country 
has been issued by “The American Auto- 
mobile,” New York, for 1952. Prices, gov- 
ernment projects and other factors influ- 
encing present motor use and future pur- 
chases are analyzed separately for 20 
foreign countries. 


% Send for these helpful selling tools 
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907/Circle on Readers’ Service card 


How to reach the industrial 
education market 


More than 12,000 schools have shop 
programs teaching such skills as wood- 
working, machine shop, electricity, cera- 
mics, metalworking and plastics. Supplies 
and equipment for these courses are 
bought by 30,000  industrial-education 
teachers, supervisors and principals. A 
release by “School Shop,” Ann Arbor, 
Mich., describes this big market. 


908/Circle on Readers’ Service card 


Ideas for selling ceramic makers 


Over 36 types of equipment and mate- 
tials are bought by the ceramic industry, 
not including chemicals and raw materials. 
“Ceramic Data Book,” Chicago, has pub- 
lished a brochure containing tips for reach- 
ing and selling glass factories, whiteware 
plants, structural clay products plants, re- 
fractory plants, large potteries and enamel 


& Please print of type information ne 
903/Circle on Readers’ Service card i 


Latest facts on gas market, 
gas construction projects 

This is the 1952 annual report of gas 
company construction budgets and pipe- 
line projects, as prepared by “Gas,” Los 
Angeles. It includes information on 72 
gas companies, a list of cities scheduled 
to receive their first natural gas service, 
compressor stations to be constructed or 
augmented. A summary page shows the 
latest available new construction totals 
for the entire industry from 1952 through 
1955. Free for the asking. 
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*Note inquiries for items listed 


904/Circle on Readers’ Service card not serviced beyond Dec. 15, 1952 


Save up to 80% on offset copy 
production costs 

A way in which office typists can pre- 
pare perfect, justified copy for photo-offset 
purposes, thereby eliminating costly letter- 
press composition, is described in a folder 
put out by Commercial Controls Corp., 
Rochester, N.Y. The system consists of 
two typewriter keyboard machines, one of 
which records typed material on tape, the 
other “playing” it back in the form of pro- 
fessional looking, even-margined master 
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& Send for these helpful selling tools 


909/Circle on Readers’ Service Card 


Handy folder lists editing. 
proof-reading symbols 

A round-up of signs used in preparing 
manuscripts for the printer, and in the 
reading of proof, is offered free of charge 
by Mergenthaler Linotype Co., Brooklyn. 
The symbols listed are generally accepted 
in the trade as the standard editing marks. 


910/Circle on Readers’ Service Card 


Survey shows where 
highway equipment is used 

Of special interest to the highway-heavy 
construction and maintenance field is a 
market data publication of “Roads and 
Streets,” Chicago, which gives a statistical 
summary of road-building in the U.S., 1940 
to 1950. The report covers work done by 
State highway departments on rural roads 
and municipals streets forming extensions 
of state highway systems. Roads not un- 
der state control are also covered, with 
emphasis on bituminous construction. 


A 





2. 


911/Circle on Readers’ Service Card 


Could a city 
be your customer? 

A pocket-size directory which shows the 
tremendous range of products and services 
employed in the municipal field has been 
published by “American City,” New York. 
Aimed at city and county officials, it 
should also prove useful to companies 
seeking to sell to this widespread market. 


912/Circle on Readers’ Service Card 


How city managers 
make purchases 

A report on city managers as a buying 
market discloses that 45% of the communi- 
ties having that form of government will 
spend about $500,000,000 in the next five 
years. Of 917 city managers surveyed by 
“Business Week," New York, 419 answered 
questions pertaining to operating budgets, 
participation in major departmental pur 
chases, and method of awarding contracts. 
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913/Circle on Readers’ Service Card 


Where industrial mailing 
lists may be bought 

A catalog containing 1,700 specialized 
groups for which mailing lists can be 
rented or bought has been prepared by 
Fritz S. Hofheimer, New York. Included 
among many special consumer categories 
are a wide selection of trade, professional 
and manufacturer groups likely to be 
sought by business publications and in- 
dustrial admen. 


914/Circle on Readers’ Service Card 


Facts about the mining market 


A map showing the tonnage and value 
of ore moved, by individual mining states, 
is included in a market and media infor- 
mation folder prepared by “Mining World,” 
San Francisco. The file, which follows the 
NIAA publication data outline, contains 
facts on the foreign as well as U.S. mining 
market. 


915/Circle on Readers’ Service Card 


Survey of sheet metal 
contractors’ activities 

Sixty contractors who do the bulk of 
sheet metal business in eleven typical 
cities were asked to report on their opera- 
tion by “American Artisan,” Chicago. 53 
of the 60 furnished information on annual 
tonnage of sheet metal used, along with 
number of men and trucks employed. A 
table shows these figures both by type 
of metal and individual city. 


916/Circle on Readers’ Service Card 


How to improve your 
sales letter showmanship 


Over 600 sales letter “Stoppers” are 
itemized in a new catalog released by A. 
August Tiger, New York. They are plastic 
miniatures of objects such as traffic lights, 
wishbones, drops of gold, orchids, etc., 
which can be attached to sales letters to 
help dramatize their message. Suggests 
many good promotional ideas. 








*Note inquiries for items listed 
not serviced beyond Dec. 15, 1952 





a dime to cover mailing. The re- 
mainder of the 50,000 copies is dis- 
tributed through a controlled mail- 
ing list supplied by customers. This 
list is composed largely of architects, 
building contractors, electrical 
wholesalers, power companies, de- 
partment stores and air condition- 
ing specialists. 

A problem requiring constant di- 
plomacy is Torrington’s dealings 
with its customers over the editorial 
matter. This responsibility falls on 
the shoulders of the company’s gen- 
eral advertising manager, Roger T. 
Lyman, who finds it necessary to 
stress and keep in mind at all times 
exactly what the book is intended 
to do. Mr. Lyman defines the gold 
book as “a comprehensive catalog 
of equipment manufactured by the 
air-moving industry.” 

Units for residential, commercial, 
industrial or agricultural use may 
be featured, but every unit adver- 
tised includes a Torrington air im- 
peller as a standard component. 
This is tied in with the use of the 
company’s tag or label on units dis- 
played in retail outlets. The com- 
pany handles the booklet as a non- 
profit operation. It supplies cus- 
tomers with ten copies of the book. 
A remarkable fact about the gold 
book is that its advertising renewal 
is 75%. This is helped along by a 
direct mail program which is under- 
taken following publication of the 
buying guide. 

In addition, the company’s annual 
report to customers, a spiral bound 
“media and market” brochure, is 
delivered by representatives per- 
sonally each fall. This gives de- 
tails about the book, results ob- 
tained from it, and an outline of the 
next year’s plans. 

Torrington eases some of the pro- 
duction pressure on itself by re- 
quiring that final copy and illustra- 
tions be received three and a half 
months in advance of the annual 
publication date, March 1. As the 
printing is done on an offset press, 
no cuts are required. 

The company’s advertising agency 
is Edward Graceman & Associates, 
Hartford, Conn., which handles all 
of Torrington’s consumer and busi- 
ness paper advertising. The latter, 
which is aimed principally at deal- 
ers, is concentrated in Electrical Mer- 
chandising, Hardware Age, House 
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EXAMPLE No. 27 


126 MAJOR PLANTS EMPLOY 43,812 
—aecount for 93% of total employment, 
93°%c of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
126 key plants — those with over fifty employees — by name, location, 
number of employees, chief product manufactured. 

The mechanical measuring and controlling instruments industry is 
only one of 144 segments of manufacturing industry. In each of these 
144 segments, McGraw-Hill’s Census isolates, identifies. classifies, and 
rates the worthwhile manufacturing plants. 
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“The Personnel Directory of Ceramics" 


Not once but dozens of times 
throughout the year the big 
CERAMIC BULLETIN ROSTER 
ISSUE will be referred to by over 
5,400 readers to locate informa- 
tion of fellow ceramists. Here is 
an issue that will give your adver- 
tisement multiple impact — be- 
cause it will be seen time after 
time by the “decision makers" of 
the ceramic field. Make plans 
now to have your advertisement 
in the all-important ROSTER IS- 
SUE (the October issue). Re- 


serve space now. 


© 
Ceramic 


Bulletin 


2525 North High Street 
Columbus 2, Ohio 
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& Home and Plumbing & Heating 
Business. In one early 1952 ad, the 
company listed all 120 of ‘its gold 
book advertisers, under the head- 
line, “These 120 sources will help 
you through in ’52. Their coopera- 
tive buying and selling guide can 
help you sell more air-moving 
units!” 

In creating an annual publication 
that dealers can use in selling the 
retail customer, manufacturers can 
use in selling the dealer, and Tor- 
rington can use in selling all three 

. while defraying $25,000 of its own 
cost through advertising revenue . . 
Torrington has displayed a new and 
versatile promotion tool. 





Byron Jackson goes to class 


tinued from page € 


could study it. 

This kind of interest excited us, 
and our interest in these very-near- 
future buyers We revised our 
itinerary to visit more engineering 
and agricultural schools. 


Education, Not Sales . . We think 
While we 
have referred to this academic audi- 
ence as a “market,” it would be a 
mistake to try to sell it directly. 


the plan has worked. 


Students are not yet potential cus- 
They are their 
They need educational 

. and industrial contacts. 
is what 
.. three 
five years, we expect to 
pumps. We think the 
help we have given them along the 
way will not be forgotten. 

In our traveling truck exhibit it- 
self, we settled on pumps alone, 
leaving out other equipment we 
make such as oil tools. And we 
painstakingly selected 12 pump 
types, out of a possible 100, that 
would be of the greatest interest to 


tomers. learning 
profession 
material 


That 


we give them. 


and no more. . 
In two years 
years 


sell them 


visitors 

We cut away these pumps to show 
all important features of operation 
They are not 
actual 


and maintenance. 
models, but the 


pumps. We 


full-size 
used ingenious me- 


chanical and electrical devices to 


activate their rotating parts, im- 
With 


pushbuttons a demonstrator could 


pellers, bearings, shafts, etc. 


TAKE ANOTHER LOOK 
AT THIS 
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MARKET MAKEUP: Cuts across every major 
industry class from Autos to Zinc—all import- 
ant manufacturers have a vital stake in Elec- 
trification developments. Our readers control 
or influence industry’s huge annual dollar 
expenditure for MOTORS AND CONTROLS— 
LIGHTING—ELECTRICAL HEAT DEVICES 
Resistance, Infrared, Induction-Dielectric)— 
AIR CONDITIONING — WELDING — ELEC- 
TRIC TRUCKS-and POWER DISTRIBUTION 
EQUIPMENT which feeds them all. 


EDITORIAL COVERAGE: Always first with the 
news on the newest Industrial Electrification 
ideas—dug up not only by cur own skilled 
staff, but by more than 1000 electric utility 
industrial engineers, whose job it is to pro- 
mote production-improving applications. 
Presentation: in the proven ‘‘best-readership”’ 
picture-story form. .nothing in the field like it. 


OVER 
37,000 READERS 


CIRCULATION CONTROL: This is an inde- 
pendent magazine with a sponsored circula- 
tion. Subscriptions are paid for by leading 
electric utilities—whose industrial engineers 
hand-pick the men-who-buy in each of their 
leading customers . . and provide practically 
continuous check and double-check on plant 
and personnel changes. YOU CAN'T DUPLI- 
CATE THIS ASSURED CONTINUOUS AC- 
CURACY AND COMPLETENESS. 


RESULTS FOR ADVERTISERS? 
REMARKABLE IN CONTRAST TO THOSE FROM 
ORDINARY MAGAZINES . .WRITE TODAY FOR DATA 
ON ACTUAL INQUIRY AND SALES EXPERIENCES 
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-— B. J. MARTIN & COMPANY — 
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set a given part in motion, as he 
talked. 

The exhibits themselves are 
moved by push button controls out 
of the car for close o »servation, and 
can be removed entirely, to be tak- 
en into a classroom, and plugged 
into house current. The truck it- 
self is cut away to reveal the ex- 
hibits, and has a public address 
system for use where the audience 
is large. 

Two of our motion pictures go 
along for showing in connection 
with the exhibits . . “Water, the 
Fountain of Life” and “Byron Jack- 
son Meets the Challenge with the 
Submersible Pump.” 

The pumps we _ exhibit have 
proved to be better spotlighting for 
our company’s achievements than 
any dry historical presentation, be- 
cause they illustrate our research, 
and show why we are able to meet 
the largest pumping problems, such 
as lifting oil over the Andes . . in 
Ecuador where the pipe line 
rises 9,700 feet in 45 miles: a real 
toughie it will be called the 
world’s “highest and steepest inch.” 

Our company’s pumps form an 
important part of the Trans-Arabi- 
an Pipe Line that runs nearly 1,100 
miles from the Eastern Arabian oil 
fields to the Mediterranean, elimi- 
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Tell-all technique used by Worthington 
Corp., Dunnellen, N.J., in this ad in three 
trade publications resulted in phone call 
leading to $100,000 order for water con- 











ditioning equipment from customer not 
even on Worthington prospect list. 


.». for That Better Look 
in Loose-Leaf Binders 


Sales-conscious leaders in every industry 
know that Heinn Loose-Leaf Binders... 





WV) make your catalog look better; 


3) give your customers a better look 
at what you offer. 


Heinn custom-styles binders te fit the 
job instead of making the job fit a 
standard binder. And Heinn brings 
you patented, exclusive Protecto 
Process—the method of thermal 
embossing that uses a protective rim 
around all inked elevations to keep 
designs looking new for years. 
Remember, it’s 
Heinn for the 
lowest opera- 


tional cost per 
unit per year. 


puck WE 
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are? < 


Originators of the Loose-Leaf System of Cataloging 


MAIL THIS COUPON TODAY 
THE HEINN COMPANY 
322 W. Florida St., Milwaukee 4, Wis. 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 


lishing. Covers advertisers, soles and ad- 
vertising managers and their advertising 
agencies. 





BAKING ~ 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern baking industry. 

Y- 


FOOD PROCESSING 
Southern Food Processor. 
Reaches the leading processors, packing in 
cans, glass ond frozen packages. ar 


——_— 


4. GARMENT MANUFACTURING 














Southern Garment Manufac- 
turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 





FERTILIZER * 





Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 





JEWELRY 





Southern Jeweler. Jewelers in the 
South shore generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. pi 





PULP AND PAPER 





Southern Pulp and Paper Man- 
ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. - 


PRINTING 








Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 

— 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 
Outfitter. Fut coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERN“ST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 
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nating a 3,600-mile tanker haul. 
Our equipment, not mentioned by 
name, is fully described, with many 
other vital engineering features of 
the project, in an American Society 
of Mechanical Engineers paper, by 
S. P. Johnson, engineer of the 
Standard Oil Co. of California. 

It is a thorough treatise, with 
diagrams, a lesson paper for stu- 
dents. We secure permission to re- 
print such papers, and distribute 
them to engineering students and 
teachers. This is up-to-the-minute 
material that they may not have 
seen. 

We have become well known as 
a source for such data, and regular- 
ly receive requests for it. 

Textbooks normally used do not 
include the latest pump techniques. 
Our engineering is generally a year 
or two ahead of the academic data. 

Plant visits by engineering classes 
give students and teachers valuable 
contacts with our research and pro- 
duction people, but this kind of 
“academic promotion” is limited. 

The exhibit truck brings it closer 
to more students in less time. We 
route it to colleges and_ schools, 
where it is taken into classes. Its 
educational value was quickly dis- 
covered by the “academic market” 
therefore, we are routing it to 
institutions . . by re- 


and, 
many more 


quest. 





‘Registered distribution’ 


continued from page 52 


companies. This does not represent 
the total number of manuals dis- 
tributed, because often as many as 
15 manuals were delivered to indi- 
viduals within a single company. 

While achieving its goal of elimi- 
nating waste, the “registered dis- 
tribution” plan .. suggested by Kold- 
Hold’s advertising agency, the Jaqua 
Co., Grand Rapids, Mich. . . brought 
results of another kind which were 
possibly of even greater value to us. 
Using the information gained 
through the registration cards, we 
were able to prepare a completely 
accurate mailing list for direct mail 
purposes. We then surveyed this 
list to find out the publications read 
regularly by the men who use the 
manuals and are in a position to 
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How to Sell the $9 Billion 
FOREST PRODUCTS 
INDUSTRY 


WOOD & WOOD PRODUCTS is 
now offering advertisers its new 22- 
page Market Data File . . . the most 
complete and comprehensive analysis 
of the Forest Products market ever 
compiled. It will answer your sales 
and advertising problems and will 
show you why WOOD & WOOD 
PRODUCTS is your basic advertising 
buy if you have anything to sell the 
$9 Billion Forest Products Industry. 


WOOD & WOOD PRODUCTS 
MARKET DATA FILE 
Gives You the Answers 


The Market 

What it uses 

Who are the buyers 

How much do they buy 

How do they operate 

What do they make 

Why Wood & Wood Products is 
your best advertising buy 


SEND FOR YOUR FREE COPY TODAY 


WOOD 


‘wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 


Phone: Financial 6-5380 


i) @ 





recommend or buy Platecoil . . infor- 
mation valuable to us in the adver- 
tising department. Finally, by tab- 
ulating the registration cards, we 
were able to give each sales office 
an analysis of its own territory, 
showing the percentage of distribu- 
tion of the manual by types of in- 
dustry, by titles, by types of users. 

Thus, from Kold-Hold’s manual 
distribution record it will now be 
easy for the company to determine 
the number of users and potential 
users in its total list, and divide 
prospects into classes. The analysis 
of the returns will give sales man- 
agement a good cross section of 
its potential market, while at the 
same time providing helpful infor- 
mation for the man in the field. 

One objection to this system is 
that salesmen cannot always visit 
out-of-the-way prospects or per- 
sonally follow up on all inquiries 
within a short time. To meet this 
problem, the company uses straight 
advertising pieces (containing none 
of the costly technical data) and 
reprints of ads to answer inquiries. 
And in theory, the technical manual 
itself could be sent out in answer to 
good inquiries and definite pros- 
pects who cannot be immediately 
called on. But so far, all distribu- 
tion of the manual has been through 
the salesmen. And our company 
believes the registration method is a 
successful way of making expen- 
sive-to-prepare technical literature 
pay dividends. 





Employe, public relations 


continued from page 65 


too big for its britches . . they start 
it small, keep it good, and let em- 
ploye clamor for a bigger magazine 
bring it into being. They begin with 
a skeleton staff, and enlarge it only 
under pressure. They never turn 
a wheel until they have a substan- 
tial backlog of material behind them. 
Employe publications are sup- 
posed to be published “by and for 
employes,” and quite a few journals 
put it in precisely those words. Al- 
though the statement is perfectly 
true . . since the editors of publica- 
tions are obviously employes 
there is the underlying implication 


Vt by Unie 
a ‘Report 
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*For.the twelve month period 
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A Condensed Statement 


PHOTOGRAPHS PUBLISHED 2,308 
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TOTAL INCHES OF 
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11 
COLOR ADVERTISING 565 
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GME THESE FOUR ISSUES WILL MAKE AN 
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Thi Why. THE IRON AND STEEL ENGINEER 


IS CONSIDERED “THE BIBLE” OF THE INDUSTRY 


A rich diet of editorial material—much of it 
actually requested by our readers—is the best 
way we know of to serve our readers first. By 
serving readers with information they request 

reader interest is high—providing maximum 
impact for advertisements, and greatest return 
for advertisers. To sell the steel mill market— 
use the Iron & Steel Engineer. 


Write today for N.I.A.A. Sales Presentation 


IRON and STEEL tncineer 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 


this 100% 
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can mean more 


SALES FOR YOU 








You'll be amazed at how little it costs to reach 
the MEN WHO BUY in the booming structural 
clay products industry. You'd be justified in 
spending a lot to turn this expansion into more 
sales for you, but you can do it for “peanuts” 
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that the men come bounding from 
the shop at the end of the shift, ig- 
noring the grime of the day’s toil, 
and hurry into the editorial offices 
to bat out copy. This is, of course, 
the malarkey. 


Do Advisory Boards Help? . . In 
recent years a few scattered com- 
panies have acquired a new wisdom 
in creating editorial advisory boards 
which function, not as authors of 
material but as an advisory jury. 
In some cases, they sit in on the 
decisions affecting all communica- 
tions devices. 

Some of these boards are badly 
weighted in favor of management, 
and rarely check their own decisions 
among the rank-and-file to see 
whether they are sound or not. 
Once in a blue moon you run across 
an editorial board that seems broad 
in its representation. 

One such board is composed of 
the industrial relations manager, 
community relations manager, pub- 
lications editor, safety engineer, a 
research chemist, an assistant fore- 
man and a machine operator who 
happens to be also a union steward. 
Nobody in the group could be rated 
a member of the top brass. There 
is po muzzle on anyone; the func- 
tion of the board is to determine 
what's good for the employe publi- 
cation and what isn't. 

The editor submits a proposed 
contents for two or three issues 
ahead, and the board accepts, re- 
jects or recommends. Its vote is 
final, and nobody at an executive 
desk a thousand miles away has 
anything to say about it. The com- 
pany has one plant, something un- 
der 1,000 employes, is highly union- 
ized, and completely realistic. 

If the editorial board has shop 
representation, which it should have, 
then the publication has a whole 
lot better chance of living up to its 
claim of being a publication for 
employes. Its content is almost cer- 
tain to be more representative of 
the interests of the employe group, 
if the shop people on the board have 
been encouraged to speak frankly, 
and do. 

Too much of the planning of ed- 
itorial content for employe publica- 
tions is done by people whose busi- 
ness keeps them out of the plant, 
away from the people. In one com- 
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. . . because it has the 
largest circulation—both 
in total copies and in 
copies to gas company 
readers. We get maxi- 
mum effectiveness from 
our advertising because 
92% of the circulation 
is to individual gas com- 
pany men.”’ 











...and because GAS has 


>» More complete coverage of the 
billion dollar gas utility and pipe- 
line industry. 
Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


Circulation Verification is Two- 
Fold. 96.5% Verified by C.C.A. 
for list accuracy. 93.9% Verified 
for Readership by independent 
audit. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage. 
Write for 1952 
Annual Report 
of Gas Construc- 
tion Projects 


A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 








pany the ultimate decisions on ar- 


ticles to be used in the employe | 


journal are reached by a man who 
has no contact whatever with em- 
ployes, except those at high super- 
visory level. He has no more knowl- 
edge of what the shop employes like, 


and in what form, than the person | 


who casually passes the front gates. 
If you’re going to have a publi- 


cation for employes, and insist that 


it is “by and for” them, make it a 
fact, not an empty phrase. Your 
supervisors are at your finger-tips 
to guide and counsel you in pre- 
paring material for employes, yet 
few industrial editors utilize con- 
tacts at the supervisory level. 


Why Use Union News? . . Shall 
we or shall we not publish news of 
the unions? 

Management has been booting this 
question around for the past ten 
years or more, and has yet to come 
up with an answer that even satis- 
fies itself. A few companies have 
attempted, a little gingerly, to carry 
union news but practically all com- 
panies bear in mind that the unions 
have their own journals. These, 
management insists, are devoted 
principally to kicking the boss’s 
shins, hence there is no earthly 
reason why the management press 
should acknowledge the union’s ex- 
istence. 

This attitude has paid manage- 
ment rather meager dividends. The 
consequence of this press censor- 
ship has been to weaken the con- 
fidence of the employe reader (a 


union member, presumably) in the | 


company publication. Strictly from 
a news point of view this is poor 
practice, because the union does 
make news, perfectly sound, legiti- 
mate news that can be . . and should 
be . . carried as a matter of em- 
ploye information. 

Here’s an example: A_union- 
sponsored blood drive may be ini- 
tiated and carried through entirely 
by the union . . many such drives 
already have been. 
the slightest 


labor paper; the drive deserves rec- 
ognition and praise. A good indus- 
trial editor would insist upon giv- 


ing the story space in the employe | 


publication, and carry complimen- 


tary editorial comment on it. That's | 


It makes not | 
difference that the | 
project is ballyhooed all over the | 
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With the January, 1953 issue, 
Butane-Propane News type 
page (non-bleed ) size will in- 
crease to 7 x 10 inches. Trim 
size will be 8'% x 11% inches. 
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Ww 
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Now a BIG page size to sell 
the BIG Ipg. operators with 
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over 12,000 every month. 











Closing Date 
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JANUARY ISSUE 


Dec. 5th 
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A Jenkins Publication 
198 S$. ALVARADO ST 
LOS ANGELES 4, CALIF 
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LATIN-AMERICAN 
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QUICKLY 


WITH THE HELP OF THIS 
DYNAMIC, AIRMAILED 
MERCHANDISING 
SERVICE 


ESTE MES saan 


goes by air to all important dis- 
tributors of hospital equipment 
and pharmaceuticals throughout 
Latin America. 


It tells them who is advertising 
THIS MONTH and what is being 
advertised in the Latin-American 
professional journals, El HOSPI- 
TAL and AMERICA CLINICA. 


It arrives early enough to give 
sales people time to line up their 
work behind the products adver- 
tised this month. Better busi- 
ness for them ... more sales for 
you! 

To get better sales results quick- 
ly with Hospitals, Clinies and 
Doctors in Latin-America, con- 
tact now: 


Panamerican Publishing Co., Inc. 
570 7th Ave., N.Y. 18, N.Y. 


Scientific, technical and marketing 


publications in Spanish exclusively. 

AMERICA CLINICA © EL HOSPITAL 
@ ESTE MES @ 

TEXTILES PANAMERICANOS y el 


DICCIONARIO TEXTIL PANAMERICANO 
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the way to help build sound work- 
ing relations between employer and 
union. 

The exclusion of legitimate, non- 
controversial union news from the 
columns of the company paper is 
a prod to bad feeling. The intelli- 
gent company will arrange that the 
union be covered in much the same 
way as company departments should 
be covered. If the union has a news- 
worthy event to report, print it. 

To many industrial editors, the 
union hall is “out of bounds.” Most 
editors have never been inside a 
union hall. This is a form of fop- 
pish journalism, and it is unrealistic. 
The management official who con- 
tends that the labor union’s press 
is unfair because of the one-sided 
character of its coverage should re- 
call that his own company’s publi- 
cation also runs the risk of being 
called one-sided. 

If the company publication is to 
be fair and balanced, and its validity 
accepted by the readers for whom 
it is written, it must not suffer from 
arbitrary restraints. The inquisitive 
industrial editor may learn much 
from the labor editor about what 
the working man thinks, and put it 
to good use in the employe publica- 
tion. 


[Next month: What’s happening 
to the message from the president? 
Are “personals” more 
newsworthy? Training the plant 
reporter. The development of the 
readership survey of employe pa- 
What should a publication 
cost? These and other topics will 
be examined in the third and final 
installment of this series, in the Oc- 
tober issue of INDUSTRIAL MARKET- 


becoming 


pers. 


ING. | 





New readership data 

>ontin i from page 69 

these variables can be considered 
void. 

1. (Note: These numbers corre- 
spond to numbers on variables just 
enumerated.) The study is made 
of one publication. It is Product 
Design & Development, New York, 
a “new equipment news” type of 
publication. It is tabloid size, 10x15” 
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Spétiight your product with a sparkling 
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product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, indiana 





type page, three-column makeup. 
Ad units are in two sizes . . one- 
ninths (3%4x4%4) and _ two-ninths 
(3%4x934). 

The center column is devoted con- 
sistently to editorial items and the 
ads run on the outside columns. 
(There are these exceptions: no 
ads on the first page, and in a few 
cases, a ninth-page ad appears at 
the foot of the middle column). Ed- 
itorial material is similiar through- 
out. 

Above each ad there appears a 
key number and an invitation to 
readers desirous of literature to 
circle the corresponding number of 
a return postcard which is inserted 
in the magazine. Format is such as 
to make it convenient for the reader 
to scan the columns keeping an eye 
for subjects which interest him. It 
can be expected the publication has 
as close to 100% cover-to-cover 
readership as is possible. 

2. During the period of the four 
issues under study, the circulation 
total varied within one-tenth of one 
per cent. 

3. Since the circulation is con- 
trolled and, moreover, limited to de- 
sign engineers, the pattern of read- 
ership can be considered stable. It 
can also be assumed that receptivity 
to advertising remains constant 
because all the readers are designers 
and designers depend, for their live- 
lihood, upon design improvement. 
They form the most oper-minded 
group of potential customers you 
could imagine. 

4 and 5. The percentage of the 
circulation under study was 100%. 
Hence: no problem of an unrepre- 
sentative sample. 

6. Seasonal factors must have 
been extremely slight. None of the 
issues under study was published 
on a normal vacation month. In- 
quiries for literature described in 
the magazine’s editorial columns re- 
mained nearly constant for the four 
months. 

7. The publication has no special 
issue, no special editorial features. 
It is devoted entirely to short an- 
nouncements of new products. 

8. Location by page appears not 
to be a factor. This publication has 
only one preferred position . . top 
left on page 2, permanently assigned, 
as a sentimental gesture to the pub- 
lisher’s first account and the 
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MARKET COVERAGE — AMM’s horizontal circulation shows a readership of over 
30,000 management, purchasing, and operating personnel who directly control or influ- 
ence the purchases of ferrous and non-ferrous metals throughout industry, including 
consumers for manufacturing who cast, machine, form, fabricate or otherwise work steel 
and other metals; consumers for maintenance, such as railroads and other transportation 
services, public utilities, engineering concerns, manufacturers or producers of non-metal 
products; distributors, dealers, jobbers, importers, and exporters who handle steel and/or 
other metals, hardware products, mill and factory supplies; also producers of iron, steel 
and alloys; non-ferrous metals; mines; blast furnaces; steel works; rolling mills; smelters; 
refineries; etc. 

DISTRIBUTION 


Consumers of metals for 
Distributors, dealers, exporters, etc. 

Producers of steel and other metals 

Government Departments, trade organizations, banks, etc. . . 
Unclassified 

READERS 


Purchasing Agents 
Chairmen, Presidents — pisces eae 





Sales Managers 

Works Managers and/or Supts. 

Metallurgists 

Others (largely purchasing, management, 

engineering and sales personnel) .... 3,067 

Treasurers 
ADVERTISERS — Over 300 leading sellers of steel products, non-ferrous metals, ores, 
ferro-alloys, and machinery and equipment used in the metal working industries are regular 
advertisers in AMERICAN METAL MARKET. Many of these advertisers have been 
using AMM continuously for 10, 15 and 25 years—some even longer. This strong trade 
recognition indicates clearly that AMM offers fastest and most direct contact between 
sellers and buyers in the metal working industries. 

REASONS WHY AMERICAN METAL MARKET gives advertisers these advantages? 
FASTEST SERVICE of all metal-trades medio—first with the latest news of the industry, 
MORE IMPACTS per 5-day week than any other metal-trades paper. 

LOWER COST for space than any other metal-trades paper. 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers. 
MOST WANTED of all metal-tr papers. Subscribers on P5270 @ yeor to read AMM. 
If you sell to the metal working industries, strengthen your advertising program by in- 


cluding AMERICAN METAL MARKET 


AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of 
the Steel and Metal Industries 


18 Cliff Street New York 38, N.Y 


Medium for 
GAS HEAT- 
ING Equip- 
ment, Parts, 
Accessories 
& Materials 


HEATING PUBLISHERS, Inc. 2 W.45thSt. NEW YORK 36 (MU 2-4786) = « 


THE ONLY MAGAZINE DEVOTED 
ENTIRELY TO GAS HEATING 
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@enmress ens 2 = 


FRANCHISE + 
CIRCULATION : 


“The 3rd Method” 


Certifies and Identifies 
Readers as 
Active Buyers 


g 

4 

‘ 

5 

t 

4 

E 

| 

é 

é Franchise Circulation — pin-points 
your sales message to active, quali 

& fied buyers of your product by 
capitalizing on the “ground-floor” 

§ knowledge of distributors or whole- 
salers in major marketing areas 

e throughout the country—men who 

a know better than anyone else who 

t 

i 

8 

' 

’ 

z 

i 

f 


the real buying influences are 


Under their franchise, these “dis- § 
tributors” agree to select the best 
active customers and prospects and § 
pay for subscriptions to these buyers. 


Write For Free Booklet “How 


Franchise Circulation Operates” 


Industrial 
Publishing Co. i 


1240 Ontario St. Cleveland 13, Ohio g 


Leeaeeaanana lt 


The fastest growing 


publication with the 


largest ABC circulation 


THE BREWERS DIGEST 


4049 Peterson Ave., Chicago 30, Ill. 


W. 45th St., New York | 
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other ads are located purely by the 
chance of makeup. But the loca- 
tion does not seem to affect ability 
to pull inquiries. Successful and 
unsuccessful ads appear to be scat- 
tered throughout, with no advan- 
tage showing for any particular sec- 
tions. In fact, certain repeat ads 
have nearly identical inquiry scores 
regardless of changing position. 

9. The same appears true for lo- 
cation on the page. 

10. The number of 


per issue remains reasonably uni- 


advertisers 


form. 

11. All ads are next to editorial, 
as described earlier, and there ap- 
pears to be no correlation between 
the inquiry-pulling results of adja- 
cent editorial news and ads 

12. The fact that the best-pulling 
and worst-pulling ads are well scat- 
tered suggests that the pulling pow- 
er of one ad neither helps nor hind- 
ers neighboring ads. 

13. With no special positions, no 
color, no bleed and only two space 
units, the cost per reader can be 
considered a constant, so absolute 
figures can be used for comparative 
purposes. In the analysis of ad ele- 
ments given below, only the single 
units . . one-ninth pages . . are in- 
cluded 

14. All ratings can be based on 
actual inquiries received by the 
publication. It is true that some 
inquiries go directly to the adver- 
tisers, and this fact would penalize 
(in the ratings) the advertiser who 
put in his ad a strong plug for an 





inquiry to his own address. How- 
ever, the publisher’s investigations 
have shown that an advertiser rare- 
ly gets direct as many as 20% the 
number of inquiries that go to the 
publisher on the  easy-to-check 
card. 

15, 16, 17. Variations in impression 
due to previous appearances of the 
same ad or appearance of the same 
ad in other publications are elimi- 
nated here, because “recall” is not 
being tested. The sole measure is 
the number of inquiries. 

18. The “campaign objective” of 
each advertiser is to give brief 
product information. The usual as- 
sortment of ad techniques . . case 
history, “how to,” “tell-all,” engi- 
neering, institutional, etc. . . is not 
observed in this publication, where 
space limitations require “tele- 
graphing” a factual product story. 

19. Inherent product interest does 
vary, of course, and probably just as 
much as it does in any medium. This 
is the one variable not eliminated, 
but perhaps you may feel that, for 
the present purpose of copy re- 
search, this one variable can be dis- 
regarded on the grounds that a 
sufficient number of ads (over 100 
in each issue) are dealt with so that 
the variable factor evens itself out. 
The conscientious analyst would de- 
mand that we compare only like 
products, one group at a time, but 
there is a limit to the amount of 
arithmetic I am willing to suffer, 
and any further investigations I 
shall leave to someone else. 

Now: 
terest is the only variable, I felt it 
might be reasonable to disregard it 

. if I took a large enough quantity 
of ads into consideration . . and 
search for evidence of consistently 
successful and consistently unsuc- 
cessful techniques without respect 
to the advertised product. 


Since inherent product in- 


There are two other limitations to 
this study as there are to any 
study of a single magazine. First, 
we learn only what apparently in- 
fluences design engineers. Second, 
the variety of techniques (as ex- 
plained above) is limited by the size 
of the ad unit. Some of the find- 
ings, therefore, must be regarded in 
the light of these facts; nevertheless, 
certain conclusions, according to 
your own judgment, can be safely 








considered as applicable to all types 
of readers and all types of ads. 


Type of Ad.. 

All ads were classified into one of 
the following groups: 

New product announcement 

Straight selling 

Offer booklet 

Explain uses 

Case study 

Billboard reminder 

Institutional 

Based on the average number of 
inquiries for each group, we find 
the following ratings: 


Month Month 
No. 2 No. 3 


Month 
No. 1 





31 53 


Billboard 
Yase study 
Institutional 


a. = 


few t 


Turning these figures into rank- 
ings, we have: 


Month Month 
No. 2 No. 3 


Month 
No. 1 





These figures are amazing. That 
an ad pushing a booklet would get 
the most inquiries for a booklet is 
understandable, and that a 
product announcement would get 
many inquiries is equally under- 
standable, but why does “straight 
selling” copy do less well than ads 
on uses, the line, case studies and 
institutional? Is it because the sell- 
ing ad tells the reader enough, in 
many cases, to convince him he 
doesn’t need to know any more and 
the others tell so little it is neces- 
sary to send for literature? Yet the 
amount of selling information in 
such a small ad is so little, it doesn’t 
seem reasonable to think that the 


new 








The “Big Boys” are 


BUYING 
BIG 


Owens-lllinois, Libbey-Owens- 
Ford, Corning, Lenox, Hotpoint, 
Roper, Kohler . . . and thou- 
sands like them... they are 


the industrial giants who 
read, and buy through 


Ceramic 
Industry 








Write for our analysis of the 
glass, porcelain enamel, white- 
ware and pottery industries— 
who buys, what they'll buy, 
where and how much—there's 
no obligation. 


5 South Wabash Avenue 
Chicago 3, Illinois 








Advertisers get the BEST COVERAGE 
of the Industrial Heating, Forging, Steel Plant 
and Heat Treating Markets through . 


INDUSTRIAL HEATING 


and more manufacturers selling these markets use |. H. than any other publication! 


Reach over 16,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Fuel 
Engineers, Heating Specialists and Heat-Treaters 
through |. H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and ive r t by modern equip- 
ment... and ‘. H. reaches every man con- 
cerned with industrial heating operations .. . 
100% coverage, regardless of classification. 





1. H. Produces Results . . . Because |. H. is the 
only publication editorially specializing in all 
the industrial heating pr and equip 
ded in the ¢ iui, Otitilin : 

and heat treatment of metals, advertisers have 
found that even when the cost of single units 
is relatively high, |. H. can and does move prod- 
ucts economically in these classifications. 








On the right is a partial list of the products |. H. 
has successfully sold. Write today for specific 
recommendations on how to sell your products 
most effectively through |. H. 


INDUSTRIAL HEATING ¢ 





if you make these products 
sell them through 
INDUSTRIAL HEATING 


Industria! Furnaces of all kinds Heat 
Forging Furnaces 
Draw Furnaces 


Treating Furnaces 
Melting Furnaces 
Billet Heating Furnaces 
Furnaces Galvanizing Furnaces 
Soaking Pits Annealing Furnaces 
Open Hearth Furnaces ond Accessories 
G ig Kettles 
Rod ‘Bakers Dryers . Industrial Ovens 
Ais Heaters . Dust Collectors Ventilating 
Equipment Spray Booths Kilns 
Induction Heating . Burners . Pyrometers 
Valves .. Industrial Thermometers 
Gauges and Meters Controllers 
Thermocouples Heat Exchangers 
Heat- and Corrosion Resistant Alloys 
Retorts Handling Devices 
Blast Gates Retractories 
Insulating Retractones ; Fons 
Exhausters Boosters 
Carburizing Boxes Melting Pots 
Salt Baths Immersion Heaters 
Quenching Machines . Quenching 
Compounds . Heat Treating Compounds 
Fuels... . Fuel Pumps... . Strainers 


Normalizing 





Conveyors 
Insulation 


Blowers 








1400 Union Trust Bidg., Pittsburgh 19, Pa. 
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“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 


reader’s eagerness to learn is so 


easily satisfied. 

One thing we do learn, for sure, 
is that if you want inquiries, sell 
the booklet . . don’t sell the product 


| first and then offer the booklet. 


| General Format. . 


(From here on, only two issues 


| were analyzed) 


Average Number of Inquiries 
Month No. 1 Month No. 2 








"A Directory of Southern 


chemical suppliers listing more 
than 1,000 sales offices, distributors, 


and manufacturing plants. 


V Information ox ic» 


the fastest-growing chemical market 
in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory. 
WRITE TODAY TO: 

SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 
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39 
a 
28 
Conclusion: Apparently, format 
is not important. 


Illustration Size .. 
Average Number of Inquiries 
Month No. 1 Month No. 2 





48 


Conclusion: A single big illustra- 
tion is best; several small illustra- 
tions are better than a single small 
one. Or, in other words, the more 
of the ad devoted to illustration, 
the better 


| INustration Type. . 


Average Number of Inquiries 
Month No. 1 Month No. 2 





r 27 20) 
) U 
43 


Conclusion: None from this in- 


stance 


| INustration Subject. . 


Average Number of Inquiries 
Month No. 1 Month No. 2 





Conclusion: Static things do best 


in this type of ad. 


How Strong is 
Competitive Advertising 
— ACB Can Tell You! 


You may want just “a few typi- 
cal ads’”’—perhaps you want a city, 
an area, or the entire country cov- 
ered for your own and all competi- 
tive newspaper advertising. That’s 
ACB’s job. We do it every day for 
hundreds of firms in many different 
lines. 

Get in touch with the nearest 
ACB office for rates and service. Or 
if you prefer, ask for ACB’s big 
new 1952 catalog of services—now 
available. 





The Advertising 
Checking Bureau, Inc. 


New York ¢ 79 Madison Avenue 
Chicago « 18 S. Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis e 161 Jefferson Avenue 
San Francisco «51 First Street 


THE MODERN 
BLACKBOARD 


For 
Teachers, Lecturers, 
Demonstrators, 
Training Instructors 








THE SPEAKER always 
FACES THE AUDIENCE 


A unique, self-operated pro- 
jector that throws the pro- 
jected images over the 
speaker's shoulder permit- 
ting him to face his audience 
at all times...uses 344 °x 4° 
film slides or coated acetate 
for dramatic visual presen- 
tations 

For use in Industry, Ad- 
vertising Agencies, Sales 
Groups, Schools, and Train- 
ing Centers. 


Lightweight (only 7 Ibs.) 
Easy to use 
The price of Screen Scriber is $61.00. For more complete details, 


write our National Distributor, Burke & James, Inc. (Dept. 65), 
321 South Wabash Ave., Chicago 4, Ilinous. 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 





Catalog Carrier . . Leather holder 
designed for Automotive, Inc., Fort Smith, 
Ark., makes it convenient for salesman to 
carry bulky catalogs when making sales 
calls . . cuts hazard of conducting sales 
pitch while catalog lies useless in car. 





Headline Location. . 


Average Number of Inquiries 
Month No. 1 Month No. 2 





Atk sve 
illustration 37 33 





Below 


illustration 5 34 





Beside 
illustration 38 30 


Conclusion: It makes no differ- 
ence where the headline appears. 


Headline Form .. 
Average Number of Inquiries 
Month No. 1 Month No. 2 
Lettering 27 
Type : 31 
Reverse 22 
Subhead also 30 


Conclusion: Whether the head- 
line is lettered or set, makes no dif- 
ference, but a reverse headline hurts 
and the addition of a subhead helps 
slightly. 


Headline Type. . 
Average Number of Inquiries 
Month No. 1 Month No. 2 





Specific benefit 44 
General benefit 23 
St ecific quality 39 
General ‘quality 19 
Mention type : 

of product 38 
Mention purpose 

of product 40 
Mention brand 32 


Boast _ 27 

Conclusion: While it’s undoubted- 
ly wise to offer a very particular 
reward for using the product, it 


m 
4M soive youR wh 


FIRM: View-lex, Inc. 

PRODUCT: Lite-O-Strat 

PROBLEM: To eliminate breakage 
caused by molding instructions in- 
to plastic shell of Lite-O-Stat, yet 
retain legibility, neat appearance at 
low cost. v 
SOLUTION: Meyercord nameplate 
Decals eliminated a// breakage— 
saved 48% loss of plastic shells, 
provided more legible instructions 
and neater appearance at the lowest 
possible cost. 


Send Us YOUR Nameplate Problen 


THE MEYERCORD CO., CHICA 


“ay 
“a 
— 
~~ 
Write today for 
complete Meyercord 
nameplate manvall 
a Address Dept. 5-9 


GO 44, ILLINOIS 

















17,500 


Growing popularity accounts for in- 
creased circulation. 

More new plants have opened—hundreds 
of new prospects for your products. 

Deep penetration—WOOD WORKING Di- 
GEST is read by most of the top execu- 
tives—owners, managers, superinten- 
dents and engineers—with buying avu- 
thority. 

53 years of leadership. Alert editorial 
content reports and also anticipates in- 
dustry trends, developments and prob- 
lems. 

Leads in advertising volume—carries 
more pages of advertising than the next 








P 


Get the complete story. Write for Market and Media facts 


Wood Working Digest |""..""...". 


A Hitchcock Publication 


Hitchcock Publishing Co. Wheaton, Ill. 


we 


wt 


> 


Produces quality inquiries 
that can be converted into 
SALES at low cost. 


Lowest cost per 1,000 cir- 
culation 


CCA audited. First busi- 
ness paper with controlled 
circulation 


in '53 
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for a BUCK ? 


You will find what you are look- 
ing for in The CHICAGO METAL- 
WORKER 


CUSTOMERS! ! 


You begin to reach the huge 
Midwest metalworking market 
when you begin to advertise in 


CM. 10,000 readers! 


A sure way to sell metalworking 
equipment. 


Write for complete 
details 


4647 West Lake St. 


Chicago 44, Illinois 
EStebrook 9-2160 

















The House Trailer industry annual 
sales volume is now over $248,000,000. 
These mobile homes are completely 
furnished units using such items as 
electric refrigerators, bottle gas ranges, 
heaters, bedding, chairs, water heaters, 
baths and toilets, etc. Each unit needs 
insulation, lighting equipment, plumbing 
ond other items used in the building of 
homes. The national government now 
recognizes trailers as homes and over 
1% million people now make their 
homes in trailers. 

For complete information on this 
— growing industry get the facts 

odey — one magazine covers dealers, 
adiadaeaaee, and trailer supply stores. 
Dealer acceptance of o product is neces- 
sory to sell the trailer manufacturer. 


TRAILER DEALER 
MAGAZINE 


4006 Milwaukee Ave. 


Chicago 41, Illino’s 





seems to be almost as effective (at 
least in this type of publication) to 
“label” your to attract 
those readers for whom the product 
has the most interest 


ad in order 


Headline Elements. . 
Average Number of Inquiries 
Month No. 1 Month No. 2 





Conclusion: The best “bait” is 


mention of the offer. 


Text.. 
Average Number of Inquiries 
Month No. 1 Month No. 2 





Inescapable conclusion: The big- 
in reader reaction is his 
in the product 


the whole mass of read- 


gest factor 
basic interest 
which, for 


ers, varies from product to product. 





Trends 


a wand nor can they be lifted out 
of a hat the way the magician pro- 
The average 


between the birth of an idea for a 


duces rabbits. time 
new product and its commercial ap- 
pearance is about seven years. In- 
products are ten years 
Therefore, 
it is quite impossible to say with 
any certainty in 1952 
what will be the new startling prod- 
uct development in 1953. 

Research continues in this coun- 
and 
this growth in research activity is 
expected to indefinitely. 
The only possible deterring factor 
is the current shortage of graduates 
in science and technology. Scien- 
tific and technical societies are en- 


deed, many 


or more in developing. 


degree of 


try at an unprecedented rate, 


continue 





$10,000? - $20,000? 


1 Can Show You How to 
DOUBLE 
YOUR INCOME 


Let me show you a new life . . . a successful life of 
selling. Learn how easy it is to make more money 
by following my simple technique. In the past 
19 years I have developed 105,000 selling word 
combinations which have been used by hundreds 
f famous corporations; Sears, Parker Pen, 
Cadillac, Remington Rand and many others. 
‘ou, too, can learn the Wheeler Way to suc- 
cess. My Home Study Sales Training Course 
will teach you how to sell, how to make more 
money, easy money. Write TODAY for details 
ELMER WHEELER SALES TRAINING INSTITUTE 
Home Study Division Dept. |M-54 
646 N. Michigan Ave. Chicuyo 11, il. 











tising 
: etitive adver 
12 f surveying comP 

years © 


for leading adve 


data at | 


vide 
tisers enable us to pro 
r 


w cost. See Market Data 
° 


monthly 
B k ow wi for f 


urther information 


\ ae arcn 





MAN W poitg — For WRITING and 
LAYING OUT CATALOGS, BULLETINS, 
and DIRECT NAN FOLDERS covering 
olling instruments 
Do n 
yu have e ad catalog, bulletin, 
x > on a technical 
) an catienety good 
ortu nity for the right man. Write Box 
Industrial Marketing, 200 E. Illinois 
, Chicago 11, Ill 








Established Philadelphia area chemical 
manufacturer has need for a man who can 
handle Market Development and _ Sales 
Promotion on products sold to the soap, 
textile, cosmetic and chemical industries 
man with chemical or chemical 
background, who has about 5 
dustrial experience Our em- 
re familiar with this opening. Write 
Industrial Marketing, 200 E. 

Chicago 11, Ill 











the Real Push 
Behind Sales! 


You'll find ‘“‘Snips’” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm alr 
heating contractors. See Indus- 
trial Marketing Data Book. 

Snips Magazine 


‘S707 WEST LAKE STREET CHICAGO 44, HLLINOES 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Reporters provides 
effective wav to obtain on-location photos, case histories, 
Stories, testimonials and releases. 

For more information write or ‘phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





For all the Facts 
on Industrial and 
Trade Market Data 


LOOK in 
Industrial Marketing's 1953 


MARKET DATA & 
DIRECTORY NUMBER 




















TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 


16 MM 
SOUND 
or SILENT 


Automatically shows your movies over and 
over with no rewinding . . . in undarkened 
rooms. “The one that works.’ Tested by W. S. 
Bureau of Standards. Used by government and 
biggest names in business. Bell & Howell 
Projector unit. Write Triangle Projector Co., 
5307 N. Ravenswood, Chicago 40, Ill. 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 
market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it —- reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. 
BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 








Sent on approval. 


Nine out of ten engraving buyers pay 
twice as much as necessary. Here is a 
fast, quality service used by mony good 
advertising agencies. 

Zine halftones up to 6 8q. in. $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10c each. Write 
today for samples of our work and price 
sheet. Seve Y2 and more! 





NGRAVING 
of > ¢ 
ot oli ° 
pH yet LIN 
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If you wish to reach the 


coal trade use 


CHICAGO NEW YORK 
Manhattan Bidg. | Whitehall Bidg. 


For over 67 years the leading 
journal of the coal industry 





| Corp. of America 


| deavoring to attract more highly 
| competent students into the fields 
| of science and 
| these organizations 
| that “bodies” are not the answer 
| to the present shortage and the 
| shortage that is likely to continue 
| for the next several years. 
| a certain percentage of high school 
| students have the qualifications to 


technology. But, 
readily admit 


Only 


become competent research scien- 
tists and technologists. 

Every division of the chemical in- 
dustry is desperately searching for 


| new products, realizing that a high- 
| ly competitive market situation is 
| developing; that only those com- 


panies which are research-minded 
are likely to operate at high profit 
levels with the exception of a com- 
paratively few companies who are 
wedded solely to the production of 
very basic commodities. 

Support of research is the key to 
the continuance of prosperity for 
the chemical industry. Unquestion- 
ably, most chemical companies will 
continue to support research even 
though we may experience a slight 


| recession sometime during the next 
few years. 


One can reasonably expect the in- 


troduction of many new organic 


| pesticides, fungicides, and plant reg- 


Widespread use of tracer 
provide chemists 


ulators. 
techniques _ will 
with new clues as to how fertilizers 
are used and how they may be im- 
proved. New synthetic rubbers are 
definitely in the picture that will 
decrease still further our need for 
the importation of natural rubber. 
A year from now we will know 
more about soil conditioners than 
we do at this moment. It is more 
likely that one or more new anti- 
biotics will be offered the chemical 
profession. 

In just about every division of 
the chemical and chemical process 
industries, one can look for im- 
portant new uses for already exist- 
ing chemicals together with a sprin- 
kling of completely new products. 


| Only a seer, however, can deter- 


mine now with any degree of cer- 


| tainty what the latter will be 


WALTER J. MURPHY, editor, Chemical 
& Engineering News, Washington. 


- New York, has 


Industrial Surveys Co. 


changed its name 


Market Research | 


ibhatl 


40 years know-how make 
Burkhardt Binders better. 
Allsizes—alltypes in stock 
and to order. Write for 
samples and descriptive 


(ut bhardl 


DETROIT 26, MICH. 


Binders to American Business’ 


PRESS 


CLIPPINGS: 


from all Newspapers 


and Magazines 





BURRELLE’S PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 


if it's printed, 


{ 
{ 
, 
{ 
i 
{ 
{ 
{ 
‘ 
{ 
{ 


Burrelle’s will clip it 
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Tearsheets only 
or 
detailed report furnished 


Competitive tests show ACB 
produces from 39% to 350% 
more than other methods. If you 
want a true picture of your own 
or competitive advertising ‘‘men- 
tions” appearing in daily and 
Sunday newspapers, ACB will 
furnish it. 

Get in touch with the nearest 
ACB office for rates and service 
outlines, Or if you prefer, ask 
for ACB’s big new 1952 catalog 

The Advertising 
Checking Bureau, Inc. 
New York ¢ 79 Madison Avenue 
Chicago « 18 S. Michigan Avenue 
Columbus ¢ 20 S. Third Street 
Memphis ¢ 161 Jefferson Avenue 
San Francisco « 51 First Street 


MEDIA FILE.-- 


ODERN 
AILROADS’ 


GREATER SALES 
POWER 
MORE EVIDENT 
THAN EVER 


in NIAA outline form! 


Now... 


Send for your copy today 


ODERN & ‘a 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 
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Index to Advertisers 





*Abernethy Publications 
*Advertisers’ Research Service 
Advertising Checking Bureau 

Advertising Council, The 
*Air Force ee 
*American Artisan 
*American Aviation 
*American Ceramic Society 
American Chemical Society, The . 
*American Metal Market 
*American Society for Metals, The . 6-7, 90. HH 
*American Society of Civil Engineers, The 

; Facing Page 113 
*American Society of Mechanical Engi- 

neers ° 38 
*American Society of Tool Engineers, 

The , Insert Between 32-33 
American Type Founders .. Facing Page 17 
Analytical hemistry 5 
*Annual Meat Packers Guide 
Appliance Manufacturer 
*Architectural Record 
*A.S.M.E. Mechanical Catalog oe 
*Associated Construction Publications .. 87 
Automotive Industries 99 


162 
25, ‘83, cee 


. 93 
114-115 
38 


*Bacon’s Clipping Bureau 
Bardwell & McAlister, Inc 

* Bedding 

Black Diamond 

*Blast Furnace and Steel Plant 
*Brewers Digest, The 

Brick & Clay Record 
Burkhardt Co., The 

*Burrelle’s Press Clipping Bureau 
*Butane-Propane New 


Prefab Exhibits 
Bulletin 
Industry 

Engineering News 
*Chemical Engineering 
Chemical Engineering Catalog 
*Chemical Engineering Progess 
Chemical Processing ive 
*Chicago Metalworker, The .. 
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PRACTICAL | 
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Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications 
in the building industry: Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 


Clay Record, Masonry Building 


Send for our 64-page book THERE'S MONEY 
IN REMODELING free to any manufacturer 


who asks for it on his letterhead 


Paraphrasing an old see-saw: Rate cards may come and 
millines may go, but a good name goes on forever. This 
business of building a reputation for a business publication 
is made up of tremendous trifles, of intangibles and 
imponderables...things you can’t see or touch...things out of 
reach of a CPA pencil. But it’s there just the same. And 


it’s the biggest thing to look for, the biggest thing you buy. 


practical builder has carned its reputation the 


hard, shirtsleeve way...has come up through the ranks... 
is not ashamed of its editorial overalls. And because 

this reputation is rooted deep in the respect and 

confidence of its readers, it is the yardstick by which 
smart advertisers judge it. It is the reason more and more 


blue-chip advertisers look to PBas... 


.. Of the light construction industry 
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Why not buy circulation this way, 


When your company buys industrial equipment, you rightfully expect to have 


access to dny pertinent engineering details on its components or operation. 
We believe the same principle applies when you buy space. 

That's why Mitt & Factory invites you to make an impartial audit of its 
circulation. Compare our total circulation list for any given state against 
that of any other industrial publication for the same state. 

You will prove to your own satisfaction that Mitt & Factory provides the 
best coverage of the people your salesmen have to see to sell your product, 
in the plants that are your most worth-while prospects—with minimum waste 
circulation. 

And we will pay the cost of the audit. That's how strongly we feel that you 


are entitled to all the facts before investing in advertising space. 


Mills Factory 


A CONOVER-MAST PUBLICATION 
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205 EAST 42ND STREET * NEW YORK 17, N.Y. 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





